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Fuel oil distributor thrives 








Growing LPG industry chalks up another record year for 


A McGRAW-HILL PUBLICATION 
THIRTY-FIVE CENTS 





You can look 
high and low, far and wide 


YOULL NEVER FIND 
A PUMP LIKE THIS! 


Tokheim Model 39A Lo-Boy. Retrév- 
A-Hose device provides 12 feet of 
hose which extends and retracts on 
a weighted nylon cable. Many other 
models available including remote 
control and Twin pumps. 


WRITE FOR BULLETIN! 


Tokheim, America’s most popular service station 
pump, is distinguished for many reasons. Its 
appealing appearance, trouble-free operation, 
accuracy and low maintenance cost are features 
well known and widely acclaimed. But these are 
only the end result of skillful design and expert 
workmanship involving hundreds of minute de- 
tails in the manufacture of scores of components 
that make up the finished pump. Typical is the 
Tokheim pumping unit. Designed and manufac- 
tured by Tokheim for Tokheim products, it has 
many exclusive features which set it apart from 
any other similar unit found anywhere. Its high 
suction efficiency, freedom from service ills and 
amazingly long life give it top rating in any 
company. It is one of the principal reasons for 
the outstanding performance of Tokheim pumps. 
Investigate the service record of the pumps you 
buy. Buy carefully! Buy wisely! Buy Tokheims! 





TOKHEIM CORPORATION 


DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
INDIANA 


FORT WAYNE SINCE 1901 


OKHEIM 


GASOLINE PUMPS 


Canadian Distributor: H. Reeder, 205 Yonge St., Toronto, Ont. 
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Fast fuel oil deliveries 
even in cold weather 


B.E. Goodrich hose keeps flexible, full-flow, in all weather 


Nw that winter is here and oil 
flows slower in the line, you 
need B. F. Goodrich fuel oil hose more 
than ever. It keeps a full, unblocked 
flow and easy-handling flexibility even 
at sub-zero temperatures. 

Flexibility won't “freeze up” 
Special ingredients in the rubber keep 
this hose flexible, easy to bend in coldest 
weather. This B. F. Goodrich hose reels 
readily, handles easily, saves many min- 
utes each day. Braided construction 
eliminates the need for wire reinforce- 


ments that can cause stiffening kinks. 


Full-flow at all times 


Tube won't flatten or collapse on the 
reel, to choke off flow or slow it down. 
Strong braided construction keeps this 
hose perfectly round, even when empty 
on the reel. Oilproof tube won't swell 
to reduce inner diameter. No flaking 
to roughen the inside surface and de- 
crease flow. 


Lasts longer 
Cover built for rough service—oils and 
grease won't damage it. Dragging over 
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brick, stone or gravel driveways won't 
tear it. Won't crack or check under the 
hot sun. Its smooth, gray finish is easy 
to clean and keep clean. 

Furnished with either one-time Perma- 
lock or reattachable couplings. Static wire 
bonded to coupling at each end of hose. 

Ask your BFG distributor to show 
you a sample of this hose, or write 
The B. F. Goodrich Company, Department 
M-167, Akron 18, Ohio. 


B.E Goodrich 


INDUSTRIAL PRODUCTS 
DIVISION 








“FOR INCREASED PROFIT _ 

WE CHOSE Lynco/n Lubricating Equipment 
BECAUSE OF ITS SUPERIOR 

PERFORMANCE AND SPEED” 


reports 
J.C. MATTIX, 


“In trying to select the most profitable lubrication 
equipment for our new station, we compared them all. 
Lincoln won out because its superior performance and 
speed allows us to do more jobs faster and better. 

In addition, we have found that Lincoln lubricating 
equipment is designed and engineered to give the 
most dependable and trouble-free service . . 

even with the hardest use.” 
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THERE’S MORE TIME TO MAKE MONEY ON EVERY JOB! 


Linco/n 
la Ly ¢ ea ee 


THE MOST TRUSTWORTHY NAME IN LUBRICATING EQUIPMENT 
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Behind Our Headlines 






The Independent jobber is one of 
the great experimenters — and _ trail 
blazers—of oil marketing. 

Jobbers were out front in develop- 
ing the home heating oil market. 
Some of them were by-passing their 
bulk plants long before the large com- 
panies had the slightest notion of ever 
doing anything like that. They pio- 
neered the sale of TBA at service sta- 
tions. The first widespread use of 
transport trucks to haul gasoline and 
fuel oil was by jobbers. 

So it is altogether in keeping with 
a fine tradition that, down the road 
a couple of issues, we'll have our first 
follow-up report on how another pio- 
neering jobber, Lloyd L. Felker, of 
Marshfield, Wis., is coming along in 
his attempt to boost station lube oil 
sales by the contract method. 

What Jobber Felker is doing is sell- 
ing a guaranteed lubrication service 
based on a scientific analysis of motor 
oil taken from the crankcases of his 
customer's cars. This is the first time 
anything of the kind has been tried at 
service stations. 

As you may recall, from the story 
we ran last Sept. 23 (p. 14), the pro- 
gram was conceived and developed 
by NATIONAL PETROLEUM NEWs—as 
something that might help halt the de- 
clining ratio of motor oil sales. We 
talked the idea around in the industry 
a bit, getting wonderful response in 
some quarters, not so wonderful else- 
where, then sort of casually men- 
tioned the subject to Mr. Felker. 

Result: he picked up the ball and 
has been running with it ever since. 
How successfully may be still too 
early to judge, but you'll discover 
from our upcoming report that Job- 
ber Felker hasn’t been what might be 
called standing still during these past 
three months. 







































—Herbert A. Yocom 
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Tri-Sure 
Tru-Pour Assembly 


makes packing 
and pouring 


COS: 


Screw Cap 
Available plain or lithographed, complete 
with liner. 


Inner Seal 


Tru-Pour Collapsible Spout — 
2%" Screw Nozzle Assembly 


With or without bose to accept vent tube. 
Filling opening, 1%"; pouring opening, 1%”. 


Tru-Pour Collapsible Spout — 55MM 
Nozzle Assembly for Upressit Cap 


Filling opening, 1%”; pouring opening, 1%”. 


Te Tri-Sure* Tru-Pour Assembly provides a 
leak-proof closure that protects your product 

in transit and greatly facilitates handling, 

pouring and packing. 

This closure features a collapsible spout which can be 
quickly extended to direct the flow into an opening, 
and instantly folded so that pails can be easily 
stacked. Assembled with a 24” screw nozzle or a 

55 MM nozzle for Upressit Cap, for containers of 

1 to 12 gallon capacity. 

If you ship liquid products in light containers, the 
Tri-Sure Tru-Pour Assembly offers you an 
opportunity to improve your packaging and increase 
the good-will of your customers. Ask your container 
supplier now for full details, and write to us for 
illustrated literature on the complete line of 
Tri-Sure Container Closures—Screw Caps, 

Nozzles, Spouts and Assemblies that meet every 
requirement for security and ease of handling. 


Tri-Sure Container Ciosures comply with 
1.C.C. and C.R.C. specifications. 


*The Tri-Sure Trademark is a mark of reli- 
ability backed by over 30 years serving industry. 


CONTAINER CLOSURES 


AMERICAN FLANGE & MANUFACTURING CO. INC., 30 ROCKEFELLER PLAZA, NEW YORK 20, N.Y. 
Tri-Sure Products Limited, St. Catharines, Ontario, Canada 
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AHEAD OF THE NEWS 


Nod to Temperature Billing—Despite general industry 
Opposition, it appears that International Refineries, at 
Wrenshall, Minn., will be authorized to start a new system 
of billing—a new method under which billing would be 
corrected to the average temperature in the state for each 
month. The system would be restricted to shipments from 
Wrenshall. International Refineries representatives have 
told the Minnesota Commission of Taxation they need the 
new billing method because the Wrenshall plant is not 
equipped with sufficient cooling equipment. 


Fertilizer Sales Push—Oil-derived fertilizers are getting 
new attention as extra sales items for rural oil marketers. 
Phillips Petroleum is now making limited quantities of 
anhydrous ammonia and ammonium sulfate available to 
its jobbers and consignees. By next July, the company will 
also be providing ammonium nitrate. Phillips says this 
means new sales and expansion opportunities for its dis- 
tributors in farming communities. It adds that fertilizers 
are a natural tie-in to boost sales of Phillips oil products 
to farm customers. Ammonium sulfate and ammonium 
nitrate are solids, and will be sold in bags. But anhydrous 
ammonia is a liquid and must be handled in pressure tanks, 
similar to those for liquefied petroleum gas. Oil marketers 
providing the farmer with complete service need special 
equipment for injecting anhydrous ammonia into the soil. 
o 


Expansion into Canada—Union Oil Co. of California 
is beginning “active” distribution of motor oil in the Ca- 
nadian market. The company has added British Columbia 
and the Yukon Territory to its Pacific Northwest Division; 
Alberta and Saskatchewan to its Glacier Division; and 
Eastern Canada to its Eastern Continental Territory. How- 
ever, Union Oil has no present plans for retail outlets in 
Canada. 
7 


LPG Farm Fight—‘Concession” to farm accounts by 
long-established liquefied petroleum gas dealers are causing 
some Texas jobbers and consignees to give up trying to 
enter the LPG business as a sideline. Biggest headache for 
the oil marketer is the dealer practice of installing LPG 
storage tanks free for the farmer. The tanks run from 
$225 to $1,000, installed. However, many oil marketers 
in heavy farming areas say they will have to “fight it out” 
with the straight LPG dealers. They are being forced into 
this because of the big switch by farmers from gasoline 
to LPG. 


Rails Ask Restrictions—Railroads operating in Min- 
nesota are trying to prevent truck transport dumps of 
gasoline to service stations. The rails are asking the Min- 
nesota Railroad and Warehouse Commission (the rate 
regulatory body) to limit gasoline deliveries to tank truck 
size. As an alternative, the railroads are requesting the 
commission to increase truck transport rates—which would 
make it less desirable for oil marketers to ship by trans- 
port. Oil men are vigorously opposing the railroad petition. 
The regulatory agency probably will reject it. 
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New Station Design—Continental Oil Co. is testing a 
new-style service station in Milwaukee, Oklahoma City, 
Houston and Denver. Created by Walter Dorwin Teague, 
the station design aims at giving a distinctive and instantly 
recognizable identity. It features a steel pylon 24 ft. to 30 
ft. high, with open diamond lattice and carrying Conoco’s 
red triangle. The accent is on visibility for the station 
operator, who can see the pumps from almost any point 
in the station. The building has large-area glass panels, 
and a lighted revolving display in the shape of a cone. 
Conoco may build other similar stations after it has studied 
the reaction of motorist to the test outlets. 


False Gasoline Claims—Some gasoline retailers in the 
Los Angeles area are misrepresenting the octane rating of 
their premium gasoline, according to the Serve Yourself 
and Multiple Pump Stations Assn. The association main- 
tains that octane misrepresentation is “as bad as misleading 
the customer on price.” The local office of weights and 
measures will have tests run on gasolines for which high 
octane ratings are claimed. But it thinks violations will be 
hard to establish. Some dealers have made quality claims 
only by implication—advertising “95 gasoline,” or “better 
than 95 gasoline” (without referring to octane rating di- 
rectly). This is not grounds for prosecution. Only one non- 
major refiner so far is manufacturing a 95-octane premium 
that carries a testing laboratory affidavit—Rothschild Oil 
Co. Major oil companies have not revealed their octane 
ratings. But most major and non-major premium gasoline 
in the Los Angeles Basin is said to be between 91 and 93 
octane. 
a 
Aluminum Tank Safety—It appears a good bet that the 
Flammable Liquids Committee of the National Fire Pro- 
tection Assn. will go along with present specifications on 
aluminum truck tanks. West Coast fire officials claim alu- 
minum has a dangerously low melting point. They are 
blocking the efforts of some transport truck operators to 
have compartment sizes increased. But the aluminum truck 
tank safety record (since the specifiications were set in 
1938) stands out favorably. This seems to rule out any 
basis for a change. 
« 


Multi-Pumps Shift Hands—California station marketer 
John Craig is buying Regal Petroleum Co., and 20 of its 
multi-pumps, for more than $1 million. The stations-are 
scattered in a triangular area formed by Sacramento, 
Fresno and Santa Cruz, Calif. Their monthly gasoline 
volume is 1,800,000 gal. Regal Petroleum’s principals in 
the sale are Aaron Richards, president, and Herbert Rich- 
ards, partner. The Richards are keeping a station in San 
Francisco, and may develop some new outlets there. Last 
month Mr. Craig and Signal Oil & Gas Co. sold Craig 
Oil Co. (and 18 Craig multi-pumps in the San Francisco 
East Bay areas) to Sunset Oil Co. Mr. Craig says Regal 
Petroleum’s merchandising policies, management and per- 
sonnel will be unaffected by his purchase. 


For more Ahead of the News > 
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4000 POUNDS or 40 THOUSAND! 


CONTRACT DATE OR PENALTY OFTENS HINGES ON 
WHETHER LUBRICANTS “DO” OR “DUCK” THEIR DUTY 


The huge crawler-tractor shown above is pulling 
a scraper loaded with 15 cubic yards of wet dirt! 


The Herculean “muscles” of this mechanical 

mammoth depend heavily on the “muscles” of its lubricating 
greases. Costly breakdowns can be prevented only if these 
greases can successfully withstand the terrific grinding 
pressures on bearing surfaces and gears. 


Battenfeld lubricants, scientifically compounded 
for specific job requirements, make such tasks possible. 


Grease is no longer just “grease”. Lubricating greases 
are compounded products of many types, each with a prime 


ae z “Never shall the sur- 
purpose. Lubricating greases by Battenfeld are literally faces meet!”.. . even 


millions of units in protective action! ... highly though pressures 


. ‘ reach 90,000 Ibs. and 
complex units whose molecular structure varies tolerances are as 
widely with the job each type of “grease” must do. _ close as 1/10,000 of 


an inch. 
Battenfeld is research and production headquarters 


for lubricating greases sold under the trade names of 
the nation’s most famous marketers and jobbers. 


Your inquiry is cordially invited. 


Molecular structure var- 
ies widely between scien- 
tifically compounded Bat- 


tenfeld greases —accord- 
. ing to the condition un- 
international headquarters for 


beatae der which bearing sur- 
te: MIE: aha Wan RCemch a2 Oa 3 faces must be lubricated. }y 
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“ Business Is Ingreasing” 


BATT 7 \ RELD 3148 Roanoke Road, Kansas City 8, Missouri 


725 Second Ave. No., Minneapolis 5, Minnesota 
GREASE & OIL CORPORATION Box 144, North Tonawanda, New York 


* TRADEMARK 
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AHEAD OF THE NEWS 


LPG Tractor Push—The liquefied petroleum gas industry 
in the next few months will intensify its campaign to con- 
vince farmers they should convert their tractors to LPG. 
The new campaign (sponsored by the National Committee 
for LP-Gas Promotion) will be on two fronts. Starting in 
February, a series of consumer ads will appear in such 
publications as Successful Farmer, Capper’s Farmer, Farm 
Journal, and Country Gentleman. The ads will state that 
LPG “ends carbon deposit, gives 4 to 5 times longer oil 
life, cuts frequency of engine overhaul 50% to 75%,” 
and “reduces operating and maintenance costs to an amaz- 
ing minimum.” Other ads will appear in farm implement 
and tractor magazines. 





Gasoline Tax Outlook—It’s beginning to look as 
though the federal gasoline tax of 2¢ per gal. will continue 
past April 1 of next year. That’s when the tax should drop 
automatically to 1.5¢. The pressure is on for equalization 
of excise levies and the present gasoline tax stacks up 
favorable against the 20% or 25% rates on other items 
(telephone calls, theater admissions, furs and jewelry). 
Also, these other groups can show evidence that tax rates 
are cutting sharply into sales. If Congress needs more 
reason for continuing the 2¢ gasoline rate, it can argue 
that taxes should be retained at present levels, pending 
the report of the Manion Commission. That study of fed- 
eral-state relationships will cover the conflict over highway 
taxes. 


DJ Won't Object—The Foreign Petroleum Supply Com- 


mittee probably will be able to continue with an oil indus- 
try chairman when Petroleum Administration for Defense 
closes shop soon. PAD has had jurisdiction over the com- 
mittee. Some oil men have feared that when the Interior 
Department transfers control of the committee from PAD 
to Assistant Interior Secretary Wormser, the Justice De- 
partment might seize the chance to oppose the committee’s 
industry chairman once more. But the feeling now is that 
DJ clearance is unnecessary, since the change is being 
made within the Interior Department. However, Interior 
may ask DJ to approve the shift anyway, to prevent ob- 
jections later. 


NPN Staff 


Truck-on-Rail Study—American Trucking Assns. will 
look into the possibilities for the oil afid chemical indus- 
tries in truck-railroad “piggy-back” opefations. On the 
surface, chemicals have better prospects than oil. A big 
question is whether truck hauls of oil are long enough to 
warrant loading trucks on rail cars and then unloading 
again near the point of distribution. The tank truck repre- 
sentative on the study committee is J. A. Roberts, of P. B. 
Mutrie Motor Transportation, Waltham, Mass. 


Rubber Plants Popular—The government probably will 
not have much trouble disposing of its synthetic rubber 
facilities to private industry. In asking for informal discus- 
sions prior to the bid deadline of May 27, 1954, the gov- 
ernment has already had more than 100 “bites” at the 26 
butadiene, styrene and copolymer plants. 


Avgas for Autos—tThere is speculation on the West 
Coast that Independent marketers may use aviation gaso- 
line to compete in the premium gasoline quality race. For 
months, avgas was one of the scarcest fuels on the Coast. 
But since the end of fighting in Korea, supply has been 
loosening. Reportedly it is not hard now for station oper- 
ators to get avgas with a high octane rating. They may 
start plugging top octane quality at stations to compete 
with upgraded major company premium gasolines. 


FTC Cuts Red Tape—The Federal Trade Commission is 
trying to eliminate unnecessary delays and expense in ad- 
ministrative proceedings. FTC Chairman Edward Howrey 
says the commission is working toward recommendations 
of the President’s Conference on Administrative Proce- 
dure. These include suggestions that government agencies 
(1) use a comprehensive pre-hearing rule, (2) define issues 
more precisely before hearings, (3) require counsel to pre- 
pare trial briefs before hearings, and (4) have most docu- 
mentary evidence submitted before hearings. The previous 
FTC majority felt that to define the issues clearly before a 
hearing was to “tip off” the companies involved. 
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we said it before — we say it again 


THIS GUARANTEE’ SELLS TIRES 








What other line offers all these features? 


*18-MONTH UNCONDITIONAL 
GUARANTEE. Unserviceable tire will 
be replaced by comparable new tire 
with full credit for the period of 
guarantee not realized. 


A great tire backed by a great 
manufacturer. 

5520 road-holding safety sipes and 
gripping edges for greater protection 
on good roads and bad. 

Precision balance. 

A complete line of passenger and 
truck tires, all sizes. 

Powerful local and national advertis- 
ing to pre-sell your customers. 


And a protected franchise that makes 
sure you keep them. 















NORWALK = Tl 


Plants at Norwalk and West Haven, Conn., Natchez, Miss. and Des Moines, lowa 


When customers hesitate, flash this ironclad Norwalk guar- 


antee and watch it make the sale! 


And why not? Here’s the one guarantee that definitely 
promises to replace .. . not merely repair... any Norwalk 
tire damaged by ANY road hazard. Spikes, broken bottles, 
cuts — makes no difference! Neither does mileage! Your cus- 
tomer can drive thousands of miles in the first month and still 


get a new Norwalk for only 1/18th of what he paid for it! 


Like the full story of how this unique 
se ee guarantee can sell more tires, build 
goodwill, boost profits for you? Write 
Armstrong-Norwalk Rubber Com- 


pany, Norwalk, Connecticut. Today! 


ES 


COMPARE 
THE GUARANTEE! 
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No Fight Seen in Transfer of War Powers 


The Justice Department apparent- 
ly does not intend to take issue with 
the administration policy of trans- 
ferring wartime powers under the 
Defense Production Act to old-line 
agencies. 

Some criticism has been raised that 
these transfers go beyond the intent 
of Congress in passing that legislation, 
that defense controls over the peace- 
time economy should be ended when 
the need ends for exercising those 
controls. 

But the DJ policy of approving 
these switches ostensibly was set when 
the defense jurisdiction of the old 
National Production Authority—in- 
cluding allocation of critical materials 
—was given recently to the Com- 
merce Department as NPA was dis- 
solved. 

And now a similar change is in 
the works for the oil industry, with 
PAD due to be ended but with virtu- 
ally ali of its defense powers to be re- 
tained by the Interior Department. To 
be continued for example, will be the 
Foreign Petroleum Supply Commit- 
tee, which was established under the 
Defense Production Act as an oil 
study and reporting unit to further 
national defense. And still on the 
books will be the authority to allocate 
materials and direct delivery of sup- 
plies to the military. 

If, the argument goes, the possi- 
bility exists that these controls may 
be again needed at any time, then 
why not retain the defense agencies 
in reserve? But don’t, these critics say, 
give extraordinary powers to old-line 
agencies — where they may be en- 
trenched for years. 


Problem in Price-Fixing 


When is a conspiracy not a con- 
spiracy? One government official of- 
fers these two cases as an example 
of how law and justice can some- 
times trip over each other. 

One case involves, let us say, a 
group of peanut suppliers. Their 
prices change in unison, down to the 
fourth decimal point. Their sheets 
are all printed by the same printing 
company, etc. Yet there is no proof 
that the companies ever got together 
in person, by telephone or by mail 
to set the prices. 

Yet, this “invisible conspiracy” 
costs a group of peanut raisers mil- 
lions of dollars annually because of 
rigid prices. 

Now the other case: The leading 
companies in another industry actu- 


ally get together and agree on prices. 
This was proved beyond doubt. Yet, 
the firms immediately began double- 
crossing each other on the agreement 
and within a few days the entire plan 
folded up. Each firm set its own 
prices as it saw fit. 

So, the question is raised, which 
case should be pressed: The “inno- 
cent” industry, where there is nothing 
but circumstantial evidence of injury, 
or the “guilty” industry where there 
is positive evidence of conspiracy but 
no evidence of any harm resulting 
from it. 

Pass the headache powder, please 


The Role of Unions 


Good ammunition for countering 
union propaganda comes in a recent 
report from the U. S. Chamber of 
Commerce setting out that market 
forces—and not legislation—are the 
basic factor behind wage changes. 
The Chamber’s main arguments are 

Although unions have experienced 
tremendous growth the past 20 years, 
the share of national income going 
to labor has not changed, although it 
has shifted somewhat from year to 
year. In 1952 this figure was 66.3%. 
just about the same as it was way 
back in 1936. So this would tend to 
discount the effect of such things 
as the Wagner Act, minimum wages, 
strikes, and the political promotion 
of unions. 

Even if the unions could, in one 
sweep, raise labor’s share of the na- 
tional income by 2% or 3%, this 
would only meet the normal rise in 
productivity that occurs each year. On 
the other hand, there is good evidence 
that unions actually have held down 
wages. One reason for this is that 
most contracts are renewed only once 
a year, with no chance for wage 
boosts in between. Also, unions tend 
to make wage demands excessive and 
often, because management draws the 
line at these, the effect is to forestall 
substantial increases. 

One other big argument: since 
1945, the percentage of the labor 
force unionized has declined steadily 
but, over that period, hourly earnings 
in manufacturing have risen 74%. 

These basic facts on the unions’ 
role in our economy would seem 
perfect for widespread distribution 
in the oil industry at this time, as 
union leaders are winding up for an 
all-out drive on a relatively untouched 
segment—service station operators. 

—NPN Washington Staff 
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To Meet Your Needs... 


YOU'RE RIGHT WITH 
EVER-TITE 


- 


— —,_ 


rad] 
| \ 


ay 


ReTITl srviceability 
prevents leaks and spills; re- 
duces loading and delivery 
time 


AVAL ITE “the world’s best 


quick coupling’’ makes your 


LeSicmelililciailelitMmickimelilem ia 
AVES Ive dependability 
means longer-lasting, trouble 
free service. EVER-TITES never 


fail or jam 
UW durability stands 


up under the toughest wear 


(2 : Ulle quality is main- 
tained by rigid control of 
construction specifications and 
ale hiciale li 


AVAILABLE IN SIZES FOR 
EVERY NEED AT LEADING 
DISTRIBUTORS EVERYWHERE 


EVER-TITE 
FO) OA INK OR 





NPN PRICE AVERAGES* 
Refinery Terminal 


...tadF 1223 
... 10.30 10.30 
... 896 8.96 

. 425 417 


9.22 8.47 
..17.30 20.20 20.90 


(per bbl.) . $2.82 $2.83 $2.56 


{ ee | ze * Weighted average price, prin- 
if stat = Cee i j EC ee et ee, ee ci markets. 


t ; ' i ’ 





mia) weeKLy PETROLEUM STATISTICS (arp Week Week Week 
Ended Ended Ended 
Dec. 26 Nov. 28 Dec. 29 
Primary Stocks 1953 1953 1952 
Finished and unfinished gasoline (thous. bbl.) . 156,030 149,842 134,425 
Distillate fuel oil (thous. bbl.) .................. 117,231 132,736 102,897 
SC I? ce en. ss ew Ada we 30,251 36,019 28,628 
Residual fuel oil (thous. bbl.) ................... 49,810 50,908 48,662 
Crude oil—B. of M., 1 week earlier (thous. bbl.) ... 277,166 284,774 271,784 
Refinery Activity 
Crude runs to stills (thous. bbl. daily) _. ae 7,011 7,083 7,077 
Foreign crude included (thous. bbl. daily) Bs 670 606 615 
% of refinery capacity operated ... ey re 88.4 89.4 95.5 
Refinery Output 
DU I MD cess aces eas oe 24,788 24,023 
Kerosine (thous. bbl.) ................ Mera S 2,505 2,687 3,111 
Distillate fuel oil (thous. bbl.) me. ; 9,952 10,443 10,967 
Residual fuel oil (thous. bbl.) . . se = 8,702 8,171 8,653 
Crude Supply 
U. S. crude oil production (thous. bbl. daily) ...... 6,158 6,133 6,507 
Crude oil imports (thous. bbl. daily) ............. 457 610 581 


mm) MONTHLY MARKET TRENDS 


Latest Previous Year 

Month Month Ago 

Petroleum products in secondary storage (thous. bbl.) eee 57,200 (Oct.) 54,889 57,400 
Exports of crude and refined products (thous. bbl.) ........... 11,664 (Oct.) 11,191 12,043 
Average station gasoline price, ex tax (¢ per gal.) ........... . 22.11 (Dec.) 21.79 20.06 
Gasoline consumption (million gal.) ....................... 4,252 (Sept.) 4,419 4,050 
Service station building permits (number) Ce ee > 449 (Oct.) 449 392 
Passenger cars—factory shipments (thous.) SEE abies ed 362 (Nov.) 533 404 
Trucks and buses—factory shipments (thous.) ................ 77 (Nov.) 89 113 
Automotive replacement tire shipments (thous.) 4,246 (Oct.) 4,438 4,574 
Replacement battery shipments (thous.) ..................... 2,853 (Sept.) 2,707 2,874 
Oil burner shipments (thous.) eG’ aee yea ene 95 (Aug.) 80 85 
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SUPPLY DEMAND 


First Quarter Cut — The holding 
down of total runs and crude de- 
mand in the first quarter of 1954 
to the level of this year’s first 
quarter is forecast by the Bureau 
of Mines. This is dictated by the 
high refined products inventory of 
the fourth quarter. Previous reports 
from the bureau indicated runs to 
stills in the first quarter of 1953 
averaged 7,006,000 b/d, with do- 
mestic crude demand at 6,515,000 
b/d. The first quarter 1954 crude 





Pont HEAVY DUTY ZA 





. . y \ TS A iTH 

runs were forecast earlier this pened ieee salen $ - PER 30-FT. SET 
month at an average of 7,138,000 — ~ Cuneias CES 
b/d and demand for domestic —— 


crude at 6,589,000 b/d. So the 


. ar . Here are the toughest fla n- 
bureau is revising downward earlier 8 8 Pe 


first quarter crude run estimate by nants made today—the only pennants backed by a 60-day all- 

132,000 b/d and domestic crude weather guarantee. Plastic-impregnated cloth in four brilliant 

demand by 74,000 b/d. colors—red, white, yellow and blue. Double-sewed to 293-lb. 
ee ! a an fore- test rope. Each set is 30-ft. long, with twelve 12” x 18” flags. 

cast of the Bureau o ines esti- 

mates 6,480,000 b/d as the amount Ready saad hang. Made only by Pratt. 

i | 
aR regene on tiated. = y, oe for your free catalog of Pratt's service 


: : tation outdoor display material. Widest selec- 
compares with 6,530,000 b/d esti- CATALOG Ges ‘evailable anywhere. 
mated for December. The outlook 


sees a total gasoline demand of 1 ry 
96.8 million bbl. in January, a al Mia ) } 
gasoline yield of 42.5% and total 


crude runs of 7,030,000 b/d. 201 PRINTCRAFT BUILDING, INDIANAPOLIS 4, INDIANA 

November Runs Rise — Current 
data for November indicate total ae 7 : 
crude runs of about 7,010,000 b/d, 
including foreign runs of 630,000 
b/d. Estimated demand for domes- 
tic crude oil averaged 6,450,000 
b/d. In October, total crude runs 
to stills averaged 6,872,000 b/d, 
including runs of foreign crude 
averaging 650,000 b/d. 

October Demand Off—With a do- 
mestic demand of 7,305,000 b/d 
and total exports of 376,000 b/d, 
the total demand for all oils in 
October averaged 7,681,000 b/d. 
Compared with October, 1952, the 
total demand was 5% less, exports 
were 3.1% lower and domestic de- 
mand 5.1% off. The relatively low 
domestic demand in October re- 
flected: (1) reduced heating oil 
deliveries because of mild weather; 
(2) low industrial requirements 
compared with last year, when in- 
























































dustry was making up for time lost a copy of this quick-reading, 8-page booklet is 
94 a) Chee aaa eae yours for the asking. It contains many facts on the 
ee ee benefits derived from your business paper and 

Louisiana Boosts Flow—A crude tips on how to read more profitably. Write for the 
aor Canela tae teen Mieead “WHY and HOW booklet.”’ 


Louisiana for January as the State 
Conservation Commission set the 
crude oil allowable at 666,427 b/d. McGraw-Hill Publishing Company, Room 2710, 330 Wes? 


42nd St., New York 36, N. Y. 
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that neat sales look’ with — 
- service uniforms of ORLON 


acrylic fiber 


Here is a uniform that will look neat 
throughout strenuous days of wear around 
the station. Made of Du Pont “Orlon”’ 
acrylic fiber, it will keep its good looks in a 
way that impresses customers—even 
though the man who is wearing it has to 
alternate his selling jobs with messy tire 
repairs and battery changes. 

“Orlon’”’ helps uniforms keep their crease 
and fresh appearance for a long time with 
minimum care—even during muggy 
weather. “‘Orlon”’ is acid-resistant, an ex- 
tremely useful advantage where storage- 
battery acid is a problem. Most spots come 
off uniforms of ‘‘Orlon”’ by simply rubbing 
with a damp cloth. Grease spots come out 
easily with a spot remover. And the uni- 
forms are so durable they will stand long 
months of the scuffing and flexing that go 
with tire and chassis jobs. 

Uniforms that make proper use of 
““Orlon’”’ are completely washable. Anocca- 
sional pressing will freshen up the crease 
and remove wringer wrinkles. Uniforms 
of ‘‘Orlon’’cost less to maintain, last longer, 
too—help keep service-station personnel 
looking neat. Check your distributor for 
uniforms of ‘“‘Orlon” today. Or write E. I. 
du Pont de Nemours & Co. (Inc.), Textile 
Fibers Dept., Room 2522, Dept. S, Wil- 
mington 98, Delaware. 


ORLON is Du Pont’s trade-mark for its acrylic 


fiber. Du Pont does not make uniforms . . 
makes only the “‘Orlon’’ acrylic fiber. 


REG. VU, 5, Pat. OFF. 


BETTER THINGS FOR BETTER LIVING 
+++ THROUGH CHEMISTRY 
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Oil Faces Tougher Competition in 1954 


Oil men will do more business this year, but they will have to 


fight for it—so say the presidents of four major companies. 


Some rough spots seen on the competitive road ahead: 
—A drive for government regulation caused by price wars. 


—Possible oversupply. 
—More oil imports trouble. 


In spite of the difficulties which may 
crop up during the year, annual re- 
ports issued by the four executives— 
Robert G. Dunlop of Sun Oil Co.; 
L. F. McCollum of Continental Oil 
Co.; T. S. Petersen, Standard of Cali- 
fornia, and Eugene Holman, Standard 
of New Jersey—say the condition of 
the industry generally is good and 
predict “healthy growth” during 1954. 

Growth Slowing Down—Although 
the industry’s growth is expected to 
fall off from a 25-year average of 6% 
to approximately 4% this year, the 
major company men do not view it 
with alarm. 

Mr. Petersen said, “When many 
appraisers of over-all economic condi- 
tions are predicting a general business 
decline in the coming year, it is heart- 
ening to note that the oil industry 
looks to 1954 as a year in which busi- 
ness volume should continue to show 
an increase and profits should hold to 
present levels. 

“It is the assurance of continuance 
in basic growth that permits the indus- 
try to expand capacity beyond current 
needs and thus provide the margin of 
safety so necessary during periods of 
emergency.” 

Competition and Oversupply Seen— 
The decline in business volume in- 
crease is expected to bring with it 
tougher competition within the indus- 
try, along with a hazard which already 
exists—oversupply. 

Mr. McCollum called on refinery 
men to solve the oversupply problem, 
which is particularly serious in gaso- 
line and distillate fuels. 

He said, “Prompt corrective action 
is needed and such action can be taken 
only if each refinery operator, large 
and small, takes an appraisal of his 


levels of stocks in relation to a care- 
fully weighed and realistic forecast of 
future sales. 

“With the standby facilities built up 
in the refining end, greater flexibility 
of operations and improved trans- 
portation facilities, there is no longer 
any need for carrying inventories of 
the magnitude considered necessary in 
the past.” 

Challenges to Industry — The in- 
creased competition facing the indus- 
try indicates a buyer’s market during 
the coming months. Mr. Holman lists 
three “challenges which should benefit 
the consumer, industry and country 
as a whole”: 

1. Improved products. 

2. Efforts to cut distribution costs 

through efficiency. 

3. “Good old-fashioned selling.” 

‘Regulators’ Attacked — Mr. Dun- 
lop attacked those “both in and out 
of the industry who call for govern- 
ment regulation of the market because 
of retail ‘price wars’ and other evi- 
dences of abundant supply. 

“To the extent that this anti-com- 
petition view prevails, resulting in such 
measures as so-called ‘fair trade’ pric- 
ing and other artificial devices, the 
coming year will produce only rigidi- 
ties and imbalances in the oil indus- 
try’s operations. Such restraints serve 
neither the consumer or the nation. 

“On the other hand, freely function- 
ing competitive forces will give added 
impetus to the development of greater 
efficiencies of operation, improved 
quality and new products. Evidence of 
these developments already is apparent 
and their advantage to consumers is 
obvious.” 

Mr. Dunlop also advised the indus- 
try to strive for better employe rela- 
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tionships, “though in this regard the 
oil industry has been outstanding 
among all American industries.” 

The results to be attained, he said, 
“through releasing the full potentiali- 
ties of a group devoted to its task and 
exercising to the fullest degree its com- 
bined intelligence, ingenuity and effort 
have rarely been realized.” 

Imports Question — Of the ever- 
tender imports question, which will 
be a big issue before Congress in the 
present session, Mr. Holman said, “We 
hope each importing company will 
exercise industrial statesmanship to the 
end that existing differences of opinion 
will be composed within the industry 
during the coming year. 

“We hope the new year will not 
produce new barriers in international 
trade.” 

The imports field represents an ex- 
tension of the intensified competition 
which will be felt in the industry, ac- 
cording to Mr. Dunlop’s report. 

“Increased production of prolific 
fields in the Middle East and else- 
where is placing on the world market 
a substantial volume of new crude oil,” 
he said, “a large amount of which is 
finding outlet in the United States. 

“At the same time, the construction 
of new and expanded refineries in 
Europe has narrowed sharply export 
markets for U.S. refiners.” 


... in brief 


Refining Expansion—Basic refining ex- 
pansion plans which would increase 
capacity by 1,606,000 b/d have been 
approved for rapid tax write-offs by 
the Office of Defense Mobilization. 

In other fields, expansion approved 
for rapid tax write-offs includes: Al- 
kylation 90,000 b/d; aromatics 49,000 
b/d; sulfur (including natural gasoline 
products) 454,000 long tons annually; 
tetraethyl lead 223,000,000 Ibs. an- 
nually; lubricating oil 5,000 b/d; lube 
oil additives 10,000,000 Ibs. monthly; 
and cracking catalysts 14,000 Ibs. 
monthly. 





LABOR 


Independent Unions Eye Merger 


The shaky footing of small 
independent oil unions in col- 
lective bargaining may bring a 
consolidation of forces into one 
large organization. 

Delegates of at least 20 inde- 
pendent groups will discuss the 
issue Feb. 15 in Philadelphia. 


Maynard M. Sands, president of the 
Central States Petroleum Union, said 
a committee of 10 representatives of 
various independent unions issued the 
call for the convention to establish a 
“new international union of oil and 
allied workers.” 

Mr. Sands said—efforts of oil work- 
ers to bargain collectively have been 
handicapped by the fact that “we have 
been divided into dozens of separate 
unions. We now have come to the 
realization that the welfare of wage 
earners in the oil industry can best be 
served by the establishment of a sin- 
gle, over-all union in the industry.” 

Independent unions—not members 
of Oil Workers International Union 
(CIO) or AFL groups—represent the 
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COATS 


IRON TIREMAN 


More service stations 
from coast to coast 
use the Iron Tireman 
than all other ma 
chines combined. 
That’s because this 
big-value tire machine 
does more work ... 
yet costs far less. Step 
up your tire service 
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majority of oil industry employes, he 
stated. 

OWIU and AFL groups have been 
invited to the meeting, but neither is 
listed on the sponsoring committee. So 
it appears the drive will be conducted 
to consolidate the small organizations 
with or without the large unions’ sup- 
port. 

W. R. (Bill) Forgy, chairman of the 
Western States Service Stations Em- 
ployes Union and one of the backers 
of the gathering, said the session will 
be exploratory and not organizational. 

He emphasized that if organization 
is achieved, the new association will 
not be in opposition to an existing 
coalition operating under the aegis of 
OWIU or to that union’s international 
secretariat. 

The object of the plan, he said, is 
to give small independent unions the 
strength they have been unable to 
achieve in the OWIU coalition. 

“Some of the smaller unions—those 
with less than 1,000 members,” Mr. 
Forgy stated, “felt they were getting 
shoved around by the companies. They 
asked the larger ones to meet with 
them to see if a consolidated inde- 
pendent coalition could be worked out. 

“This Philadelphia meeting is to see 
whether it is feasible. It doesn’t mean 
we are going for it. We will wait and 
see.” 

In explaining that the existing 
OWIU coalition will continue, Mr. 
Forgy said plans for the convention 
originally were discussed on the eve of 
a coalition meeting in December. 

His organization, Mr. Forgy con- 
tinued, is not committed to anything. 
“My boys would be shaky about giv- 
ing up their autonomy. We’ll see what 
happens and then decide what to do.” 

The following independent oil union 
leaders, besides Mr. Sands and Mr. 
Forgy, signed the call for the meeting: 

Doyess D. Boyett, Ponca City, Inde- 
pendent Oil Workers Union of Okla- 
homa, representing employes of Con- 
tinental Oil Co.’s major refinery at 
Ponca City. 

John J. Fay, Elizabeth, N.J., Inde. 
pendent Petroleum Workers, employes 
of Esso Standard Oil Co.’s Bayway, 
N.J., refinery. 

James J. Lumsden, Roslindale, 
Mass., New England Petroleum Labor 
Organization, affiliation of unions rep- 
resenting marketing division employes 
of several major oil companies in new 
England. 

Daniel C. Carey, Springfield, Mass., 


also representing NEPLO. 

Albert G. Heppard, Paulsboro, N.J., 
Independent Oil Workers of Pauls- 
boro, employes of Socony-Vacuum Oil 
Co. refinery in Paulsboro. 

Adam Sadowski, Bayonne, N.J., 
Employes Assn., Inc., employes of 
Tide Water Associated Oil Co. refinery 
in Bayonne. 

C. E. Allman, Detroit, Local 102 of 
Central States Petroleum Union. 

C. W. Stanley, Chicago, Local 108 
of CSPU. 

Mr. Forgy’s union represents service 
station employes of Standard Stations, 
Inc., a Standard Oil Co. of California 
subsidiary, in seven Far-West states. 


FUEL OIL 


Warmer Weather Cuts 
Degree Day Totals 


Temperatures rose in most areas the 
week of Dec. 20-Dec. 26 after the pre- 
vious week’s cold spell. 

The only major variation was at 
Denver, which recorded 291 degree 
days, a marked increase over the pre- 
vious week’s 198. Minneapolis was the 
coldest reporting city for the fifth con- 
secutive week, though temperatures 
there were up. 

Degree days in some cities remained 
higher than normal or 1952 for the 
week, though seasonal totals still are 
below those marks at most points. 


DEGREE DAYS 
Season Sept. 1-Dec. 26 


East Coast 

Boston 

New York (a) 

Philadelphia (a) 1216 1476(b) 183 

Washington 1282 1490#% 155 
Average 1316 1604 

Great Lakes 

Buffalo 2219# 

Chicago 3 2155 

Cleveland 1997# 

Dertoit 2135# 

Toronto (a) 2426# 
Average 2186 

Midwest 

Denver 2173 

Minneapolis 2744# 

Omaha 21644 

St. Louis (a) 1548+ 
Average 1802 2157 

West Coast 

San Francisco (a) 711 806 

Seattle (a) 1351 1526# 
Average 1031 1166 

Southeast 

Birmingham 1020(b) 169 

Charleston (a) 584 103 

Nashville te 1463# 208 

Raleigh (a) ... 1145 157 
Average .... 88 1053-159 
Degree days are on 65 deg. F. basis. 
(a) Readings at city offices. Readings in 

other cities taken at airport offices. 
(b) Includes weather bureau corrections. 
# Normals based on revised normal fig- 

ures. Other normals based on old normal 

figures. 


1615# 194 
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FINANCIAL 


Co-op Plans To Cut ‘Outside’ Sales 


Consumers Co-operative Assn. 
is launching a drive to cut out 
petroleum product sales to non- 
co-operatives in 1954 by increas- 
ing distribution through co-ops 
to a point that will meet output. 

Necessity of selling much of 
this year’s output to “outsiders” 
made the campaign a top goal 
for the coming year. 


In his annual report, President 
Howard A. Crowden of CCA said 
petroleum products accounted for 
71% of CCA sales in the fiscal year 
ended Aug. 31, but pointed out that 
sales to co-operatives fell considerably 
short of refinery output. 

“Because of the necessity of keep- 
ing production at the level of greatest 
efficiency,” he said, “the lubricating 
oil output at Coffeyville, (Kan.) from 
the beginning has exceeded the de- 
mand of local co-operatives. A similar 
situation has developed in refined 
fuels. 

“While we found outlets for our 
surpluses, sale in bulk to outside dis- 
tributors was productive of less sav- 
ings than would be possible if we 
were selling everything to our mem- 
bership.” 

Expansion in plant facilities which 
outstripped the distribution is the 
main cause of the present problem, 


Sales: 

Refined fuels, gas 

Lube oils, greases, etc. 

Propane Da & equipment 
Sales of all merchandise and services 
Cost of merchandise and services 
Gross Savings .... 
Net Savings before income taxes 


Net savings after provision for income taxes 


and patronage refunds ... 
Total assets ..... 


. 71,447,439 


according to the report. “In keeping 
up with (postwar) changes (in tech- 
nical improvements and demand), 
CCA has invested millions in plant 
improvements. Our problem now is 
to get our distribution in step with 
output of certain products to reduce 
the amount of sales outside co-opera- 
tive circles,” the report states. 

The organization achieved an all- 
time high in total assets and sales in 
dollars during the past year, Mr. 
Cowden said. But “net savings, while 
sizeable in comparison with savings 
of some years past, were down from 
the previous year. 

“CCA found itself in much the 
same position as the average Ameri- 
can farmer in 1953, with softening 
markets for the things it had to sell, 
but continuing high costs of produc- 
tion and distribution.” 

The number of member associa- 
tions increased from 1,656 to 1,675 
during the year. 

Loss of Oklahoma City crude oil 
at the Coffeyville refinery and a gen- 
eral softening of the market were 
reflected in a 14.1% decrease in lube 
oil production, the report continued. 

Total throughput of the four re- 
fineries operated by the Co-operative 
Refinery Assn.—Coffeyville and Phil- 
lipsburg, Kan.; Scottsbluff, Neb., and 
Newcastle, Wyo. — averaged 31,254 


Year Ended Year Ended 
Aug. 31, 1953 Aug. 31, 1952 


$52,954,737 $49,727,342 
5,242,947 6,268,586 
1,277,509 1,158,425 
83,949,541 82,441,614 
75,975.116 72,975,807 
7,974,425 9,465,807 
1,248,934 2,836,727 


935,422 1,379,069 
55,315,888 


b/d, an increase of 10.3% over the 
previous fiscal year. Expansions and 
improvements have boosted refining 
capacity 30.3% since 1950. 

Crude oil production by CRA av- 
eraged 5,925 b/d, slightly higher than 
the previous fiscal year. 

An 8.3% gain was recorded in 
volume of sales during the fiscal year 
ended June 30 for National Co-opera- 
tive Refinery Assn., of which CCA 
is one-third owner. The McPherson, 
Kan., association recorded total sales 
of $29,473,713, had a net saving of 
$2,785,124 and total assets of $31,- 
804,959. 

Four other regional co-ops share 
in the ownership of NCRA. 


... in brief 


SBA Refuses Oil Loan—Small Busi- 
ness Administration has refused the 
first oil industry loan application sub- 
mitted to it—from Worthington Oil 
Refiners, Inc., an oil re-refining firm 
in Virginia. SBA policy does not per- 
mit release of information on applica- 
tions which are denied. 


Station Sales Climb — Total dollar 
sales at service stations during Octo- 
ber were estimated at $33,000,000 
above the same month last year. Sta- 
tion sales were $935,000,000 in Oc- 
tober, 1953, as against $908,000,000 
in September, 1952, and $902,000,- 
000 in October of last year. The Cen- 
sus Bureau also estimated station sales 
at $8,700,000,000 for the first 10 
months of 1953, compared with $8,- 
300,000,000 for the same period dur- 
ing 1952. 
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PUMPS & METERS 
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TO 300 GPM 


PIONEER OF /xecésdoa 
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STANDARD OF “ecaracy 


CUSTOM-MADE pumps and meters, that serve you best 
because they are individually machined to exacting tol- 
erances...individually inspected for workmanship and 
materials...and individually tested for faultless oper- 
ation and accuracy. Buy GRANCO—for accuracy, depend- 
ability and long life. 


Write for Catalog 
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GRANBERG CORP. 


1308 SIXTY-SEVENTH STREET 
OAKLAND 8, CALIFORNIA 
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ROLLING STOCK equipped for fast service is indicative of Griffith Consumers’ theory that . . . 


In Fuel Oil, It’s Survival of the 


Continuous growth is the keynote of survival for fuel oil dealers. 
The fittest are the dealers who give optimum service. 


An exponent of the principle of growth, Griffith-Consumers has 
increased its business 11 times over in 25 years. 


The economic facts of life for the 
independent fuel oil distributor indi- 
cate this may be the shape of things to 
come: Get bigger or get out. Here’s 
why: 

Competition between fuel oil dealers 
is furious, especially with the supply 
situation becoming more than ade- 
quate. 

Natural gas is making big inroads 
into fuel oil heating. This means that 
over-all expansion in the fuel oil indus- 
try is about at an end in many regions. 

These competitive factors add up to 
smaller margins for the fuel oil dealer. 
The only apparent answer to smaller 
margins is “tighter” operation and 
larger volume. 

For the most part, brand names 
mean little to the fuel oil consumer. 
About the only selling point a dealer 
has is service. How quickly can he get 
a repair man to a customer whose 
heating unit has broken down? How 
long does it take to get a truck through 
the snow to a home where the tank is 
empty? 

A dealer’s future may depend on his 
answers to these questions. His answers 
may depend on proper equipment, and 
that in turn hinges on his ability to 
finance such expenditures. 

The big company is more apt to be 
able to afford this type of equipment 
than the small dealer. So the small 
marketer faces a_ tight economic 
squeeze that handicaps him in his 
efforts to compete. 

If it is a sound premise that greater 
volume is a prime factor, that brings 


up the question of how the fuel oil 
marketer is going to expand his oper- 
ations in a shrinking market. 

There are only two ways: He takes 
customers away from his rivals or he 
buys out another dealer. 

The Griffith-Consumers Co. of 


HOW IT’S DONE 


Fittest 


Washington, D. C., has done some of 
both in becoming one of the largest 
independent fuel oil dealers in the 
East. 

It hasn't emphasized growth for 
growth’s sake, although any live-wire 
company wants to grow. But the em- 
phasis has been on growth as a means 
of achieving the volume and the facili- 
ties it has needed to give the best pos- 
sible service at the lowest possible 
price. 

To Grow or No?—It hasn't been 


] KEEPING ON THE BEAM in the fuel oil business includes using a radio 
system to route servicemen and trucks. Here’s the nerve center in dispatcher's 
office, as he flips a switch to make a radio contact 
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easy. Griffiths has faced some cold- 
sweat moments when it had to decide 
whether to be bold (with the possibility 
of being foolish) and expand, or 
whether to stand pat. 

There was, for example, a crucial 
moment back in 1928 when Griffiths 
and Consumers were two separate 
companies—each with a major prob- 
lem. Consumers had handled coal only 
up until then but it saw the handwrit- 
ing on the wall and wanted to get into 
the fuel oil business. It couldn’t, how- 
ever, because it didn’t have the facili- 
ties, and therefore couldn’t get a sup- 
plier. But Consumers did have the 
space and the potential customers. 

Griffiths, on the other hand, had 
already entered the fuel oil business 


9 A SERVICEMAN receives an emergency call and he 
is ready to roll into action. Service trucks and 12 tank 
trucks are equipped with radio units 


and had a supplier. But it needed more 
room and more customers. 

The two companies merged at that 
point and the combination fitted like 
a hand in a glove. This was the first 
big step toward success. 

Years later, another decision was 
faced. Griffith-Consumers didn’t have 
enough storage to handle its volume. 
It was almost on a day-to-day supply 
basis during the winter season. 
Furthermore, it was big enough now 
to handle fuel oil by tanker lots, only 
it didn’t have terminal or storage facili- 
ties for that, either. 

Expands Facilities—Fortunately, it 
discovered that another company, 
which had such facilities, was willing 
to sell because it was putting more 


emphasis on another type of fuel 

So Griffith-Consumers took that big 
step which gave it 12 milion gal. of 
storage and tanker terminal facilities 
This permitted the company to shop 
in a wider market for its supplies, and 
it also enabled the company to assure 
its customers that it would be able to 
keep them supplied at all times 

Buying out another company would 
therefore seem to be a simple solution 
to the problem of getting more volume 
and more facilities. But it isn’t as easy 
as all that. 

First, there is the matter of money. 

Second, it is unwise to buy another 
company unless that company’s facili- 
ties and operations fill a particular 
need on your part. Maybe Topsy “just 


IN LESS THAN NO TIME serviceman is on the 
scene. Radio system was bought primarily to save on 


delivery costs but fast service wins good will, too 
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FUEL OIL 


grew” but Topsy wasn’t in the highly- 
competitive fuel oil business. The point 
that Griffiths officials stress from their 
experience is that each purchase must 
be carefully considered, and must give 
the buying company something more 
than just additional size. 

Griffiths also feels that a company 
must grow on its own, aside from its 
expansion by purchasing other com- 
panies. It points with some pride to the 
fact that it has increased its own vol- 
ume in a shrinking market over and 
above the purchased business. 

No Magic to Growth—In a 25-year 
period, Griffiths has increased its fuel 
oil business 11 times over, and it 
figures that only about 18% of its total 
growth was due to buying other com- 
panies. 

Company officials say there is no 
magic hocus-pocus to the company’s 
success in building its volume. 

They say it is a matter of drum- 
ming across to its personnel the neces- 
sity for being sales minded. That ap- 
plies to the top officials and it applies 
to the man driving a truck—and to his 
helper. 

Apparently they don’t simply talk 
about being sales minded. They are 
sales minded. And they keep everlast- 
ingly at the job of staying that way. 

Another non-magic ingredient in 
their success formula, they say, is being 
alert to new trends. 

As a coal company, years ago, they 
were the first in their region to decide 
if they couldn’t lick the new fuel oil 
industry they would “join” it. 

Tuned With the Times—They were 
the first in their area to use degree 
days, and among the first in the budget 
field. 

When ultra-high frequency radio 
channels were opened to commercial 
use, Griffith-Consumers got Permit 
No. 1—ahead of anyone else in the 
nation, in or out of the fuel oil busi- 
ness. 

They have worked long and ap- 
parently successfully in building em- 
ploye good will even though the sea- 
sonal nature of the business necessarily 
means a considerable number of tem- 
porary employes. Only recently they 
added a retirement system to their 
growing list of employe benefits. 

Although they try to keep abreast— 
or ahead—of their field in new tech- 
niques, they still put heavy stress on 
an old, old formula: Customer service. 

They figure the best way to wrap up 
a customer for good is to put a little 
extra effort into serving him in a pinch. 

For this reason, they maintain a 24- 
hour service so that anyone (a pre- 
vious customer or not) can get service 
at any time—and get it quickly. 
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They put emphasis on their service 
contracts, even when the servicing 
costs more than it brings in, for they 
feel it pays dividends in increased fuel 
oil sales. 

Radio Spurs Service — They use 
their radio system (which cost about 
$50,000) to improve their service and 
to attract new customers. In addition 
to radios in their service trucks, they 
have 12 tank trucks equipped and 
spotted about their trade area so that 


W. J. de Butts 


one of these trucks can be moved 
quickly to supply a customer. 

They bought the radio system in 
the belief that it would save them 
money on delivery costs by saving 
truck mileage. This may prove to be 
so eventually, but thus far the com- 
pany feels that the big value has been 
in building good will through faster 
emergency service and through win- 
ning new customers. 

For example: The company had 
been trying for a long time to get the 
supply contract for an apartment house 
company. An official urged the man- 
ager to try Griffith-Consumers in a 
pinch sometime and see how it worked. 

One cold day the call came. The 
manager said he had a 20-unit apart- 
ment house out of fuel oil. Could 
Griffiths get some oil there in a jiffy? 
This was the test. 

Griffiths, with the use of the radio, 
could and did. In 40 minutes, a Grif- 
fiths official called the manager to 
report that all furnaces were going. 
Griffiths got itself a contract. 

Big and Small—But while it natu- 


rally wants these big users, Griffiths 
goes hard after the little customer, too. 
This is particularly important in a city 
such as Washington, where there is 
little industry. Because of the pre- 
ponderance of individual unit sales, 
the company strives to build its auto- 
matic delivery contracts so that it can 
increase the number of drops a truck 
is able to make in a day’s time. 

There are many other devices the 
company uses in its efforts to get and 
keep both big and little customers: 
Its trucks are a striking yellow, with 
black lettering, to attract attention, and 
this means the drivers must keep them 
clean; service trucks carry a 10-gal. 
can of fuel oil with them so they can 
get a burner in action while waiting 
for a delivery truck; post cards are sent 
to C.O.D. customers to let them know 
their supply is running low; and 
courtesy is a “must” rule for every 
employe coming in contact with the 
public. 

These principles may be well-worn 
ones, but they bear out the argument 
of at least one of their officials who 
kept saying during an interview, “We 
aren’t a razzle-dazzle outfit. We just 
plug along.” 

But these same principles, such as 
hard selling, customer satisfaction, ag- 
gressive advertising and constant hustle 
to beat a competitor to a customer, 
obviously have paid dividends for 
Griffith-Consumers Co. 

The company doesn’t figure, how- 
ever, that it has all the answers. It’s 
always ready to listen to new ideas and 
to try new methods. 

And it would like especially for 
someone to come up with a solution to 
the problem of warm winters! 


Baltimore Extends Tax 
To Industrial Fuels 


Baltimore industrial users of fuel oil, 
liquified petroleum gas, and coal will 
now have to pay a tax on their pur- 
chases of these fuels. 

Oil and coal interests bitterly op- 
posed the extension of this tax to fuel 
— it formerly applied only to gas, elec- 
tricity and telephones. Consumers 
fought the new measure too. But it was 
passed and became effective Dec. 11, 
with the following tax rates: 

No. 2 fuel oil will be taxed at 0.75¢ 
per gal., all other grades of oil at 0.5¢ 
per gal. LP gas will be taxed at 7.5¢ 
of gross sales price. 

Specifically exempted from the tax 
are railroads, ships, highway and resi- 
dential users. 

The original ordinance applied only 
to industrial use of utilities. 
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Oil helps him serve your table... 


The food in the sea is worth millions and it’s there for the taking. 
But to take it you have to be tough, bold, skilled. You have to work 
with a slippery, fish-filled deck under you and a pitching sea under that. 
You have to know the way of the water and the way of your catch. 

For centuries, the fisherman’s power was in the wind. Today, 
it’s in his mighty, oil-lubricated Diesel or gasoline engine. Result: his job is 
safer, his payload bigger. America’s annual seafood haul now stands 
at well over four billion pounds. The Texas Company has long been an 
important contributor of petroleum products to America’s fishing industry. 


The Texas Company 
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LPG Sales Continue Boom in 1953 


Sales of LPG last year registered a 10% gain over the 1952 
level, nearly doubling the percentage increase of the preceding year. 

The domestic and motor fuel market, alone, scored its own record 
when sales climbed to a new peak of 2,932,000,000 gal. 

In 1954, marketers look for greater emphasis on sales, backed 
up by stepped-up LPG production and increased transportation 


facilities. 


In their analysis of the current LPG 
market, George R. Benz and Paul W. 
Tucker, of Phillips Petroleum’s engi- 
neering department, point to the 
443,000,000-gal. gain this year as a 
significant trend of continually mount- 
ing sales in 1954. 

The outlook is supported by the 
further evidence of the completion of 
manufacturing facilities that are now 
producing on a full-time basis. Addi- 
tional new plants will come on stream 
next year. Moreover, all forms of LPG 
transportation (truck, pipeline, rail 
and water) have been greatly ex- 
panded. And producers’ plant storage 
increased with the addition of under- 
ground storage. Steel for tanks should 
be readily available next year, too. 

With the expansion of physical 
facilities, the industry believes it is 
entering the new year in an excellent 
position to expand its sales. The drive 
for new business will not only be to 
secure new customers, but also to ob- 
tain new “load-building” uses with 
present customers. This is expected to 
be an important factor in the industry's 
future growth. 

As 1953’s LPG sales were totaled, 
significant increases in certain markets 
were noted, while others showed some 
decrease. In their estimations, Mr. 
Benz and Mr. Tucker found the 
largest single category increase in 
chemical manufacture. Here, a gain 
of 16.6% was shown during the year. 
Domestic and motor fuel use of LPG 
registered a 11.2% increase. And LPG 
used for manufacture of synthetic rub- 
ber components gained 7.5%. 

On the debit side, sales for gas 
manufacturing purposes dropped about 
5%. LPG sold for industrial and mis- 
cellaneous uses fell off 2.9%. 

Estimated sales of LPG for domes- 
tic and internal combustion engine fuel 
applications is another story. This 
represents a gallonage increase of some 
300,000,000 gal. over the previous 
year. 


As usual, the analysis pointed out, 





G. R. Benz P. W. Tucker 


the weather played a dominant part in 
the sales picture. The above-average 
temperatures which prevailed through- 
out most of the year, and especially 
during the first and last quarters, cut 
the demand of LPG for heating pur- 
poses. It thus somewhat lowered the 
banner sales peak the industry might 
otherwise have easily achieved. 

The Sales Factor—The industry en- 
joyed a good summer from a sales 
standpoint. There are several reasons 
for this: (1) the tremendous amount 
required in the Southwest for irriga- 
tion, (2) increased use as a tractor fuel, 
and (3) the filling of customer and bulk 
distributor’s storage. The latter, they 
say, can be traced partly to the success 
of the efforts of the National Com- 
mittee for LP-Gas Promotion, which 
has been advocating larger storage. 
This industry group, representing LP- 
Gas distributors, dealers, producers, ap- 
pliance manufacturers and equipment 
manufacturers continued its effective 
advertising and employe training pro- 
grams in 1953. 

House heating continues to increase, 
the report said, with more people in 
central and northern areas discovering 
the comfort and convenience of LPG. 
The increase in bulk consumer instal- 
lations and in farm or agricultural ap- 
plications continued unabated through- 
out the year. Diversification of farm 
uses, including tractor fuel, stock tank 
heating, brooding, flame weeding, 
milk house use, and stationary engines, 
as well as use in the farm home, indi- 
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cates increasing volume per installation 
as distributors sell the all-purpose ad- 
vantages of the fuel. 

Specialized LPG Uses—LPG con- 
tinued to replace other fuels as the 
source of heat in the tobacco curing 
industry. This is particularly evident 
in the Connecticut River Valley and 
in the Carolinas. Crop dehydration 
is receiving more attention from the 
farmer. During the year several porta- 
ble crop dehydrators using LPG as fuel 
appeared on the market. 

In their report, Benz and Tucker 
estimated that during 1953 450,000 
LPG ranges were shipped. This is an 
increase of 2% over the number ship- 
ped last year. While the ratio of gas 
range sales to electric range sales drop- 
ped from almost 2 to 1 to nearly 1.5 
to 1, the water heater sales presented 
just the reverse picture. Automatic 
LPG water heater sales are estimated 
to be about 285,000 units. The LPG- 
fired clothes dryer is proving to be 
very popular. Shipments of floor, space 
and wall type furnaces numbered over 
400,000 units and represent about 
20% of the total production of this 
type of gas-fired appliances, 

The report showed active and in- 
creasing interest in LPG as fuel for 
warm air furnaces. Estimates are that 
7.5% of the warm air furnaces were 
for LPG. A noticeable percentage of 
the conversion burners for warm air 
furnaces were for LP-Gas. 

While it is extremely difficult to 
“pin-point” the amount of LPG used 
as engine fuel, it is conservatively esti- 
mated that this use alone required 
nearly 500,000,000 gal. in 1953, or 
almost 10% of the total sales. Spot 
surveys indicate that the use of LPG 
as internal combustion engine fuel in 
certain sections of the south and south- 
west is as high as 50% of total sales. 

The report also quoted a recent sur- 
vey which indicates that about 2,000 
buses were operating on LPG by the 
end of 1953. One more major tractor 
manufacturer has announced the start 
of production of two of its tractor 
models factory-equipped to use LPG 
as fuel. A major truck manufacturer 
has extended its line of LPG fueled 
trucks to some of the smaller models, 
and a_ gasoline carburetor maker 
entered the LPG carburetion field dur- 
ing the year. Two new LPG motor 
fuel dispensers were unveiled this year. 
A survey of taxi companies indicates 
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folks are saying — 
Dealer first!” 


You'll find greater safety— greater mileage— 
greater value for your family and your business 
in this “Kelly Leadership Line”! 















KELLY’S New “Puncture-Protector” 


Puncture safety on all 4 wheels 
for only $1825 installed ! 
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QUIETEST SNOW TIRE MADE! Now you 
can get real dig-in and pul! in deep snow 
and still avoid “whine” and “whistle” on 
bare roads’ The new Kelly Grip Trac Extra 


SO% MORE TRUCK TIRE MILEAGE with 
this flatter, heavier-pulling tread in many 
kinds of operation! New super-flat road 
profile of Kelly's Super Armor Trac truck 
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LPG 


a strong interest in use of LPG as 
a motor fuel. This is due principally 
to longer engine life, less maintenance 
and oil consumption, and better per- 
formance. 

One of the most surprising develop- 
ments during the year, Mr. Benz and 
Mr. Tucker found, was the “sudden” 
development of interest in the use of 
LPG as motor fuel for industrial trac- 
tors and lift trucks. Several of the 
major manufacturers are now offering 
factory-equipped LPG models. 

Industrial Uses of LPG — The 
amount of LPG used for industrial 
and miscellaneous application is esti- 
mated to have dropped 2.9% during 
1953. Actually, the drop in industrial 
use by itself is estimated to be down 
5 or 6%, but the increase in miscel- 
laneous uses tended to minimize the 
drop. The main reason for the reduc- 
tion in industrial use of LPG is the 
extensions of natural gas lines or in- 
creases made in the capacity of ex- 
isting lines. 

The Benz-Tucker report also showed 
that the railroads have expressed an 
interest in LPG flame weeding for 
right-of-way maintenance because pre- 
liminary studies showed flame weeding 


ee 


is cheaper than chemical treating. The 
railroads are also watching an experi- 
ment of the Union Pacific with an 
LPG-fired turbine locomotive. 

LPG for Utilities — Sales of LPG 
for gas manufacturing purposes are 
estimated to be 247,000,000 gal.— 
a decrease of 5% compared to 1952. 
There are two factors accounting for 
this decrease: (1) the above average 
temperatures which prevailed over 
large segments of the country during 
the year, and (2) the change-over to 
natural gas. The latter, of course, has 
been made possible by the completion 
of new gas transmission lines and the 
larger deliveries available in existing 
lines through addition of compressors 
and loops. There has been little LPG 
sold this summer for “summer-fill” of 
standby plants, the report said. 

It is interesting to note, though, that 
many new large housing developments 
are being served by LPG through the 
mains simply because natural gas was 
not yet available in necessary quantities. 

Chemical Manufacture — Sales of 
LPG as a raw material for the manu- 
facture of chemicals and chemical 
intermediates rose sharply, after a 
moderate increase the previous year, 





passing the 1,000,000,000-gal. mark. 
The estimated sales were 1,016,000,000 
gal., representing an increase of 16.6% 
over 1952. 


Safety Standards—Because of the 
rapid and varied growth of the LPG 
industry, it is necessary that the safety 
standards be continually revised and 
enlarged to keep pace. This activity 
has been very prominent and fruitful 
this year. The continuing growth of the 
LPG motor fuel market has indicated 
the desirability of enlarging the indus- 
try standards (National Fire Protection 
Assn. Standard No. 58) by adding a 
section devoted exclusively to LPG 
service stations. 

This work is currently being con- 
sidered by the NFPA. Other changes 
in the standards reflect the rapidly 
growing interest in the use of LPG 
as fuel for industrial tractors and lift 
trucks and for truck cargo heaters. 
Standards have been completed cover- 
ing the joint storage of LPG and 
flammable liquids. 


The Supply Picture—As might be 
expected, a sales increase of nearly 
450,000,000 gal. requires new sources 
of production. The production seg- 


CHAMPLIN HI-V-I'S SUPERIOR 
COLD-WEATHER ENGINE PROTECTION 
IS IN DEMAND...MOTORISTS WANT HiI-V-1! 


Once your customers try Heavy-Duty HI-V-1 motor oil...they’re 


sold for good! It re-sells itself, with outstanding protective lubricat- 
ing action at 35 degrees below...at boiling and above! 


HUNDREDS OF 
DEALERS ALL OVER 
THE MIOWEST ARE 
SINGING THE PRAISES 
OF THIS AMAZING HEAVY 


DUTY MOTOR OIL! 





Extra protection from engine wear...its detergent-dispersal cleans- 
ing action...these qualities of HI-V-1 Mil-O-2104 grade motor oil add 
up to more profit for you in steady sales...in consistent repeat sales! 

Champlin Heavy-Duty HI-V-I motor oil is your answer to bigger 
lubrication business...write, wire or phone for information on a deal- 
ership in your territory. 
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New Bronze 
Gasoline Dye 
Available from Du Pont 


The mixing of several gasoline dyes to 
obtain a desired color has long been 
an inconvenience to refiners. 

Simplify Operations 
If you have had this problem in creat- 
ing a bronze color, it will now be easy 
to simplify your dye addition opera- 
tions. Du Pont Oil Bronze makes this 
possible. 

The new Du Pont bronze dye is a 
free-flowing powder that can be easily 
handled in dry eductor systems as well 
as in any other commercial method of 
gasoline dye addition. 


Highly Soluble 


Oil Bronze has a total solubility in syn- 
thetic gasoline of 4500 grams of dye 
per 100 U.S. gallons. Speed of solution 
is extremely rapid. 

This new bronze dye is ready for 
shipment in standard 100-pound con- 
tainers .. . also in 50-pound, 25-pound 
and smaller size packages. Samples and 
full details on Du Pont Oil Bronze are 
available from any Du Pont Petroleum 
Chemicals Division representative or 
district office listed on back page. 








BRIEFCASE 
PRESENTATION PACKAGE 


For those desiring a nutshell version of 
the presentation described in the fea- 
ture article at right, miniature lube oil 
show kits are available. 





The flannelboard itself measures 9% 
by 13% inches. In spite of its compact- 
ness, the miniature presentation can be 
clearly and easily read. 

Small enough to be stuffed in a brief- 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. |. du Pont de Nemours & Company (Inc.) 











New Tool to Help 
Dealers Promote 
More Frequent Oil Changes 


Unique lube oil show designed by Du Pont is 
personalized to point up quality features 
of your own motor oil 


The need for frequent oil change—and the value of this service to the cai 
owner—represents a real profit opportunity for your dealers. But getting 
them to see this opportunity . . . and to do something about it . . . has long 


g 
been a major problem for marketing executives. 
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IT WILL BE EASY FOR YOUR DEALERS to understand from this flannel- 
board presentation that “good oil seldom wears out...but it can 
become dirtied to death." Also, that it pays to change oil frequently. 


To help stimulate your dealers to go 
after this market, Du Pont has devel- 
oped a new lube oil show. The theme 
is “good oil seldom wears out... but it 
can become dirtied to death.” 


Visual-Aid Tool 
The show can be easily presented by 


any oil company representative. To 
make it simple, clear-cut and easy to 
understand, the presentation is built up 
progressively on a flannelboard. This 
unique and highly flexible visual-aid 
technique permits the presentation to 
be specially tailored to fit any oil com 
pany’s individual needs. 


The Plot 


The theme of the presentation is devel 

oped to bring out the following points. 
Typical lubricating oil molecules 

must perform five important functions 

all at once. They must lubricate, pro- 
If you would like to examine one of tect, cool, seal and clean. 

these miniature boards, your Du Pont In doing these jobs, good oil seldom 

representative can obtain one for you. | wears out in the engine. But even the 
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case—with room to spare, they can be 
easily carried wherever your salesmen 
go. And they take only a few seconds 
to set up for an informal desk-top 
presentation. 











PETROLEUM CHEMICALS DIVISION 


NEWS 





JOHN F. SHAW 


Assistant Central District Manager 


Joun F. Suaw was recently appointed 
assistant manager of the Petroleum 
Chemicals Division’s Central District. 

Previous to this assignment, he was 
a sales supervisor in the Division's 
West Coast District. He joined the 
Du Pont Company in 1947. 

Mr. Shaw graduated from the Uni- 
versity of Texas in 1934 with a B.S. 
degree in Mechanical Engineering. His 
first job after college was with the Reed 
Roller Bit Company. He later became 





chief engineer of this company’s tank 
transmission plant. 

In 1944 he joined the Crum-Brainard 
Company as chief engineer. There he 
was in charge of design and manufac- 
turing operations of oil well drilling 
tools. He then joined the Waldrip En- 
gineering Company as chief design 
engineer. 

Mr. Shaw is a member of the Ameri- 
can Society of Mechanicai Engineers 
and the American Petroleum Institute. 








“Lube Oil Show” 


best oil eventually becomes dirtied to 
death—by acids, dust, carbon, metal, 
gum and dilution. And it must be 
changed. 

Adding more clean oil is of little help. 
Clean oil added to dirty oil makes just 
one thing—more dirty oil. 


Low-Cost Insurance 


The speaker delivering the presenta- 
tion can emphasize the fact that fre- 
quent oil changes are cheaper than 
engine repairs . . . and in the best in- 
terest of the customer. 

Thus, a dealer can promote his oil 
change service as a low-cost insurance 
policy on the life of the car owner's 
engine. To help him do this, the lube 
oil show supplies him with a variety 
of powerful, easy-to-remember selling 
points. 

Personalized For You 


The individual points emphasized in 
the presentation can be personalized to 
bring out the special quality features 
of your own brand of motor oil. 

A complete script — which can be 
easily varied to fit the speaker’s own 
presentation style —is supplied with 
each flannelboard kit. This too, can be 
personalized to dramatize your own 
important sales points. Detailed in- 
structions for presentation are also in- 
cluded with the kits. 

If you are interested in having one 
of these personalized lube oil presenta- 
tions made up for use in your own deal- 
er meetings, we suggest that you talk 
over the details with a Du Pont Petrole- 
um Chemicals Division representative. 


E. |. DU PONT DE NEMOURS & COMPANY (INC.) 


Petroleum Chemicals Division ® 





Wilmington 98, Delaware 


Oil and TBA Purchase Habits 
Studied in DuPont Survey 


Report No. 5 in Du Pont’s continuing 
study of service station customer buy- 
ing habits is now being distributed to 
oil company marketing executives. 


This report covers the purchase pat- 
terns in oil and TBA items. Like the 
other reports in the series on gasoline 
buying habits, and brand and dealer 
loyalty, this report is based on 3,100 
household interviews and 21,000 ob- 
servations at 1,193 service stations. The 
survey is national in scope. 


Who Buys Oil Where 
Of all the motorists surveyed, 74% buy 
their motor oil at the same place they 
buy gasoline. The remaining 26% buy 
oil from a variety of sources — mainly 
other service stations, car dealers and 
mechanics’ garages. A much smaller 
percentage purchase at chain stores, 
mail order houses and from “friends 


Petroleum ( 


District 
Offices: 





NEW YORK, N. Y 
CHICAGO, ILL.—8 
TULSA, OKLA.—1811 So. Baltimore Avenue 
HOUSTON, TEXAS—705 Bank of Commerce Bidg. 
LOS ANGELES, CALIF.—612 So. Flower St. 


who get it for them.” 

Brand preference was the chief rea- 
son given for purchasing oil at sources 
other than the regular gasoline sup- 
plier. Superior service, convenience 
and personal friendship were also men- 
tioned as reasons. 

Among motorists who have a favor- 
ite brand of motor oil, the survey found 
that quality belief is the chief factor in 
their choice. 


TBA Merchandising 


From actual observations, it was found 
that for every 200 customer stops at 
service stations, only one of these pro- 
duced a tire sale. However, it was also 
observed that only one out of every 
1,000 customers was offered tires by 
station attendants. Buying habits for 
batteries and oil filters are also in- 
cluded in the latest survey report. 

It is expected that this Du Pont sur- 
vey will be extremely valuable to oil 
company marketers for pinpointing oil 
and TBA merchandising opportunities 

. and in developing plans to capital- 
ize these opportunities. 
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Better Things for Better Living 
. .. through Chemistry 

















“270 Ave. of the Americas 
¥. Michigan Bivd. 


Phone COlumbus 5-3620 
Phone RAndolph 6-8630 
Phone Tulsa 5-5578 
Phone PReston 2857 
Phone MAdison 1691 


IN CANADA: Canadian Industries Limited — Toronto, Ont.— Montreal, Que.— Calgary, Alta. 
OTHER COUNTRIES: Petroleum Chemicals Export—Nemours Bldg., 6539—Wilmington 98, Del. 


ADVERTISEMENT —Prepared for the Petroleum Chemicals Division of E. 1. du Pont de Nemours & Company (inc.) 





Printed in U.S.A. 











Our sales for the fiscal year ended September 30 
were $238,362,235 . . . an all-time high. 
The independent jobbers served by Ashland, who helped us make this 


new sales record, also helped themselves to increased sales 






and profits. Other independents are invited to investigate the 


added profit possibilities in selling Ashland-made products. 





The lndependent Brand for tndependents 


ASHLAND OIL & REFINING COMPANY 


Home office: Ashland, Kentucky 


ALTON, ILL.—2616 E. Broadway; BUFFALO, N. Y.—800 Ellicott Square; CINCINNATI, O. 
—1402 Federal Reserve Bank Bidg.; CLEVELAND, O.—Standard Bidg.; EVANSVILLE, IND. 
—2500 Broadway; FINDLAY, O.—?.O. Box 210; LOUISVILLE, KY.—3005 Dumesnil; NASH- 
VILLE, TENN.—5 E. Main; PADUCAH, KY.—R.R. No. 4; PITTSBURGH, PA.—711 Park Bidg. 
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“the man at the bottom of the hill 
is getting the tire chain business” 


Few motorists think about buying tire chains 
until slippery roads catch them unprepared. 
Then they buy at the handiest spot: 

“the bottom of the hill.” 








CAMPBELL (i einfoiced CHAINS 


Sell your customers 
| 
| 


before it snows! 





Hv) yy 


Easy to use Chain Applier 
included at no extra cost 
with every box of Camp- 
bell passenger car chains. 


CAMPBELL CHAIN Company 


MAIN OFFICE: YORK, PA 


West Burlington, lowa; Portland, Oregon; Sacramento, Calif. 


Chain for every need... 


industrial. . 


.farm...marine.. 


Only Campbell provides patented 
Lug-Reinforced construction. Extra metal in 

the lugs means extra wear . . . greater 
traction. National Safety Council Tests show 
that reinforced tire chains increase stopping 
ability nearly 3 times, and starting and 
climbing traction 4 to 7 times. 


Campbell offers this sure-fire program to 
put your stations at the top of the sales heap: | 


Modern, colorful package is easy to display, | 
stores better, keeps chains neat in car trunks. | 


Campbell's eye-catching banners, ad-mats, 
post cards and display suggestions 
provide forceful merchandising. 


Campbell pre-sells your customers with 
regular advertisements in SATURDAY 
EVENING POST and COLLIER’S. 


Make your “winterizing” program 
complete. Write for details. 


. automotive 








LPG 


ment of the industry kept pace with 
the addition of 15 plants during the 
year which have an estimated produc- 
tion capacity of 550,000,000 gal. per 
year. Notable among the new plants 
coming “on-stream” was the National 
Petro-Chemical Corp. at Tuscola, IIl. 
Additional production during the year 
was curtailed by a “shut-down” order 
of the Texas Railroad Commission for 
plants in the Spraberry Trend of West 
Texas. 

Next year Mr. Benz and Mr. Tucker 
estimate that at least 12 new plants 
will come on-stream with more than 
220,000,000 gal. capacity. This in- 
cludes two new Canadian plants and a 
new plant in the Williston Basin in 
North Dakota. 

It is interesting to note that the per- 
centage of LPG from refineries con- 
tinues its gradual decline. Five years 
ago 33.3% of LPG came from re- 
fineries, and this year it will be about 
28%. 

Additional Storage — The storage 
picture, they say, is the brightest per- 
haps than it has ever been. It is esti- 
mated that there are 67 completed 
underground storage installations hav- 
ing a capacity of over 205,000,000 gal- 
lons. There are 76 more such installa- 
tions either under consideration or 
construction which will have a capac- 
ity of around 285,000,000 gallons. By 
far the greatest amount of this under- 
ground storage is of the type which is 
washed out of salt beds or domes, 
though there are a number of the 
mined caverns under construction. 

One company has about completed 
the “sealing” of an abandoned railroad 
tunnel which will be used for LPG 
storage. This storage, however, does 
not obviate the necessity for continued 
emphasis on adequate consumer stor- 
age, new and increased summer 
“loads,” planned deliveries and such. 

More Transportation — There are 
now an estimated 23,500 “high pres- 
sure” cars in service. About 7,000 of 
these are in chemical service which 
means that nearly 16,500 are LPG 
cars. It is also estimated that nearly 
2,100 more were added during the 
year. The search for lower cost trans- 
portation continues. A new sea-going 
LPG barge to serve Florida and Cuban 
markets has just been launched. This 
is the first designed to haul LPG ex- 
clusively. 

Pipe line movements increased dur- 
ing the year. Truck movements of 
LPG showed a big increase during the 
year. The underground storage pro- 
gram is one reason for this increase 
because every time a new storage fa- 
cility is completed it will increase local 
truck movements from that point. 
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LOOK FOR THESE HEIL FEATURES 

Heil Triple-Dished Heads, the 
strongest ever developed for re- 
sistance to liquid surge and efficient 
transfer of shear loads from tank 
shell to fifth wheel and running 
gear. 

Great structural strength through- 
out for safety, road stability, long 
life. 

Neway or Hoobler Spread Tan- 
dems (optional extra) for greater 
legal payload advantages and te 
provide additional tire mileage. 

Many other features it will pay 
you to investigate. 
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Ask any operator, who has driven many makes of liquid carriers, 
what is the lightest weight, easiest-pulling tank. 

The answer is HEIL! 
Ask any producer which tank carries the greatest payload. 

Once again, the answer is HEIL! 
Heil tanks are designed and constructed at every point to 
reduce weight and increase tank capacity. For example, 
one Heil model is made with 58 fewer pieces and 220 less feet 
of welding than previous models to reduce weight by half-a-ton. 
This tank carries 250 gallons more per trip! There's a 
bonus that puts a nice profit in your pocket. 
For over-the-road liquid transportation of all kinds... 
gasoline, petroleum products, acids, propane, liquid sugar, 
asphalt, printers’ ink . . . Heil tanks are the champions of efficiency, 
dependability and profit. Write for literature 
describing every bonus feature. 


DEPARTMENT 3714 


3037 W. MONTANA STREET . MILWAUKEE 1, 
Factories: Milwaukee, Wis. © Hillside, N. J. 


WISCONSIN 


Sales Offices: New York, Union, N.J., Washington, D.C., Atlanta, Cleveland, Milwaukee, Detroit, Chicago, Kansas City, Denver, Dallas, Los Angeles, Seattle; Rie de Jansire, Brazil 


PA. bebe 
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Nothing stops ‘em like DULUX! 


The motorist approaching your station at even moder- 
ate speed has only a few seconds to make up his mind. 
And the chances are far better that he’ll make up his 
mind to stop—when your pumps and buildings are 
smartly finished in bright, eye-catching colors! 


For it’s appearance that makes such a big difference 
in winning or losing those extra sales. This is why so 
many profit-wise station operators all over the country 
are painting with Du Pont DULUX Enamels. For 
DULUX not only perks up your station’s looks, but 
keeps it gleaming for months. DULUX stands up 
superbly to hard knocks and rough weather . . . resists 
oil and gas spillage . . . gleams and sparkles anew after 
every wipe-down. Your maintenance is simplified . . . 
maintenance costs are reduced! 


So take advantage of the great sales power of 
DULUX. With over 187,000 stations competing 
throughout the country, it’s good business to have the 
car-stopping appeal that a DULUX finish gives! 
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There's a Du Pont Finish for every service-station surface! 


DULUX COLOR 
CONDITIONING 
ENAMEL 


for rest rooms 


Clean and attractive rest rooms 
are good business. Use Du Pont 
Color Conditioning Peach to ap- 
peal to feminine tastes—tones of 
blue for your men’s facilities. 
DULUX Enamels are easy to 
‘take care of and stay bright for 
years! 


GU POND ae gio 
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BETTER THINGS FOR BETTER LIVING 
« .» THROUGH CHEMISTRY 


Chemically engineered to do the job better 


NATIONAL PETROLEUM NEWS * January 6, 1954 








TIRES—BATTERIES—ACCESSORIES 


Burgess Battery Co has a new Key 
Chain Zebra Light. It’s a miniature 
fiashlight in a plastic case with metal 
clasp to which the key chain is at- 
tached. A small, 7-in. counter display 
holds four of the combination key 
chain lights. 


Lamp Promotion 


A new lamp inspection ticket is part 
of a lamp promotion package being 
offered by Tung-Sol Electric. After a 
service man has inspected a car's 
lamps, he hangs the card over the 
ignition key. Any burnt-out bulbs are 
hung in die-cut holes in the bottom 
of the card. 

The package also includes a pair 
of transparencies, one offering a light 
check, and the other explaining how 
safer night driving is possible with the 
Tung-Sol sealed beam unit. 


Tornado Junior Air Horn 


Sparton Automotive, Jackson, Mich., 
has introduced a new running mate 
for its all-electric Tornado air horn, 
the Tornado Junior. A single trumpet 
version, it is constructed of brass, 
chrome-plated, and designed to deliver 
air-horn warning power without the 
usual air-horn installation, says Spar- 
ton. Operating without tanks, pipes, 
compressor ‘or motor tapping, it con- 
nects directly to existing 6/12-volt 
electrical systems. 


Battery Sales Booster 


P. G. Sutton, Jr., General Petro- 
leum dealer in Williams, Ariz., sold 
110 batteries in five weeks by keeping 
a battery tester permanently hanging 
on the pump island of his station. 
While checking water and oil, he tests 


the battery and explains its condition 
to the driver. His theory is that very 
few people voluntarily buy a battery. 
Therefore, they should be encouraged 
to replace a weak battery before it 
gives out, he says. 


TBA Meeting Reservations 


Those who wish to attend the third 
annual meeting of the Western Divi- 
sion of the Oil Industry TBA Group, 
to be held at the Olympic Hotel in 


Seattle on March 2, should make res- 
ervations through H. C. Buck, Rich- 
field Oil Corp., 2326 6th Ave., Seattle 
1, Wash. Others in charge of the meet- 
ing are G. S. Wheatley, Standard of 
California, San Francisco; W. P. 
Thoreson, Signal Oil Co., Los Angeles; 
H. I. Holbrook, Union Oil Co. of 
Calif., Los Angeles; Newcomb D. Tay- 
lor, Hancock Oil Co., Long Beach, 
Calif.; and Walter A. Juergen, Flet- 
cher Oil Co., Los Angeles. 


Most car manu- 
facturers use 

Tuind-Sol lamps 
for origina 
Equipment 


Ahd those’ 
KNOW lamps. 


It's a fact that most car 
manufacturers—after terrific 
testing—choose Tung=-Sol lamps 


for original equipment. 


What 


better endorsement can you ask— 
choose Tung-Sol for REPLACEMENT. 


AUTO LAMPS 
SIGNAL FLASHERS 


TUNG-SOL ELECTRIC INC., NEWARK 4, N. J. 


Soles Offices: Atlanta, Chicago, Columbus, Culver City (Los Angeles), Dallos, Denver, Detroit, Newark, Philadelphia, Seottle 
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| TUNG-SOL mokes All-Gloss Sealed Beam Lomps, Miniature Lamps, Signo! Flashers, Picture Tubes, Rodio, TY and 
| Special Purpose Electron Tubes and Semiconductor Products 








| TOTHE TOP 


NEW FOR 1954! A SENSATIONAL WAY TO BOOST SPARK PLUG PROFITS! 


THE CHAMPION SPARK PLUG SALES CENTER! 


Attracts Customers + Builds Sales » Makes Every Employee a Spark Plug Expert! 


Now! After more than a year of controlled testing in service stations and 
car dealerships—during which spark plug sales jumped from 30 to 100 
per cent—the new CHAMPION SPARK PLUG SALES CENTER is ready to 
GO TO WORK FOR YOU! 


Here’s what station operators who helped us in the 15-month test tell us 
the SPARK PLUG SALES CENTER DOES FOR THEM: 

® Causes startling increase in spark plug sales. 

®@ Allows more profitable service charges for checking and cleaning plugs. 


® Helps eliminate spark plug service troubles by guiding inexperienced 
employees. 


® Departmentalizes spark plug operations and builds prestige, customer 
confidence and patronage. 


® Helps sell other under-the-hood items. 


These are the conclusions of business men just like yourself about the 
SPARK PLUG SALES CENTER. 


Available from your wholesaler now. 


Sincerely, 
pm 
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IN THE 
NATION 


Here itis! 
YOUR NEW SPARK PLUG SALESMAN AND EXPERT MECHANIC 


Specifications: 
*Heavy steel construction, glossy 
baked enamel finish. 


*70 inches high by 20 inches deep 
by 42 inches wide. 


* Fully illuminated by 36-inch floures- 
cent fixture in top for 115-volt AC. 





* Shipped knocked down, easy to 
assemble. Approximately 120 


pounds. ; SPECIALIZED 
* Accommodates 500-600 Series 4 SPARK PLUG SERVICE 


Service Units. Recess in work bench 
designed to use either model 
(or any new model introduced). 


* Knockouts in left panels provide 
easy air line connection. 


* Holders for gasket assortment and 
the necessary tools. 


* Tool compartment with lock. 


* Pocket for size chart, service 
manuals. 








GET AHEAD OF YOUR COMPETITION BY BEING ONE OF 
THE FIRST TO GIVE YOUR CUSTOMERS AND YOURSELF THE 
PROVEN BENEFITS OF THE SPARK PLUG SALES CENTER! 
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FRAM 


HELPS SELL Oll 


ee > Every cartridge change 
. ea an extra quart 


anaes as ar 


FRAM is standard equipment on more cars 
and trucks than any other brand. 


FRAM is a complete cartridge line. 
FRAM is guaranteed best money can buy. 


FRAM’S big NATIONAL ADVERTISING 
sells millions * 





OlL + AIR + FUEL * WATER 


Investigate FRAM for your TBA line 


Write: FRAM CORPORATION, Providence 16, R.1. Fram Canada Ltd., Stratford, Ontario 


32 NATIONAL PETROLEUM NEWS + January 6, 1954 











To My Friends of the Oil Industry: 


A Letter from Warren C. Platt 


You will find a shift in titles on the 
masthead this week which denotes two 
important things—the coming to NPN 
and its associated oil publications of 
(1) some younger blood, with I am 
sure, a young point of view and grand 
ideas for growth, and (2) the establish- 
ment of the “old man” on a “ranch” 
in Los Angeles (that’s a big town with 
all its town lot “ranches”) as a legiti- 
mate “Californian” who, though he 
hasn’t started to live there as this is 
written, does own a “ranch type” home 
which he hopes to occupy in a month 
or so. 

All this comes about by the sale of 
this oil publishing business last spring 
to the McGraw-Hill Publishing Co. of 
New York—and a score of other points 
—and Los Angeles, maybe last but not 
least. This transaction enabled the 
writer to put up the money for his 
“ranch,” and, if he is not delayed any 
longer in his departure from the coun- 
try of ice and snow (Ohio), he hopes 
to have enough left to buy a couple of 
railroad tickets to “L.A.” a colloquial- 
ism always used by the month-old 
“Californians,” but one that I use only 
to prove that I am a “Californian,” 
and, having used it this once, I prom- 
ise never to do so again. 

However, to continue this Califor- 
nia business for a few words as further 
evidence of our intent to live there, 
I understand that my wife has arranged 
for the “planting” of a “citrus grove” 
and my daughter, a true Californian of 
almost a year, has already hired a 
Japanese gardner. He is only part time, 
for the “grove,” according to present 
specifications, will consist of 1 orange 
tree, 1 grapefruit tree (to be served 
without sugar because the doctors say 
no), 1 lemon tree, and | avacado tree 
(but maybe that grows on a bush; I'll 
have to check when I get there). 

This “ranch” is way out at the north- 
western corner of the city just off Sun- 
set Boulevard and within sight—if you 
squint hard—of the ocean, in what is 
known as the Pacific Palisades, which 
is a suburb, though the palisades con- 
stitute part of our back yard under the 
“rim” of the “canyon.” Across the 
“canyon” in the distance are “moun- 
tains” that look as if they either had 
been recently tossed up by bulldozers, 
or cut down with the same instruments 
of road cultivation. The street address 
of “my ranch” is 773 Amalfi Drive, 
Pacific Palisades, Calif., though I sus- 


pect it would be safer to add Los 
Angeles, as they may not know of this 
suburb yet. 

The drive is not quite like the one 
that runs down from Naples, some- 
times at the edge of that beautiful 
Mediterranean Sea and sometimes half 
way up a glorious mountain, but it is 
lots easier driving and only costs $5 
taxi fare (including the tip) to get there 
from downtown Pershing Square—a 
bit cheaper than going to Naples to 
see the original drive. 

Well, anyway, to my own ground 
floor workroom in this “ranch house” 
on the “terrace” overlooking the 
“canyon” and “mountains” beyond, 
I am bringing typewriters, files, bound 
volumes and a fairly complete oil li- 
brary to carry out some assignments 
from the new owners of this business 
and from my new boss Harry Waddell, 
“publisher” and his next in charge of 
the editorial department, Herb Yocom, 
“Editor.” Herb I put to work as chief 
of the Washington News Bureau a 
dozen years ago and a couple of years 
back brought him on to Cleveland to 
let him develop as my successor, which 
he has done in able fashion. 

There is a lot to be gathered and 
written about the oil industry that isn’t 
just history and California is a good 
place to write it because of the im- 
portant men and offices on the West 
Coast and because of all the oil visi- 
tors who are in and out all the time. 
Then, too, the plane service to else- 
where is good, so while a lot of you 
men are shoveling snow I'll be admir- 
ing my citrus “grove’—three trees— 
and not burning a scuttle of coal in my 
fireplaces (2 of them) the whole year, 
and still be in easy reach of the rest 
of the oil industry. 

While the oil industry has had a 
marvelous constructive past, there is 
much more before it. It was for this 
greater future that I wanted to have 
this business in good hands, capable 
with skill and money to match up to 
the demands of tomorrow and in hands 
that can courageously help expedite 
and direct problems of the future as 
all well managed publications should 
do, rather than just sit and sit and let 
things happen. 

I think the oil industry well knows 
that this last has never been the role 
of NATIONAL PETROLEUM NEws, 
Petroleum Processing or the two Oil- 
gram services. Everyone did not al- 
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ways agree with us, but at all events 
you will admit, I am sure, that these 
papers did not just sit and let events 
blow by. We have tried to help the 
industry see and overcome its own 
faults, we have supported strongly its 
efforts to increase its efficiency and al- 
ways better service and products to the 
customers, and we have steadfastly, 
and often alone, fought for it against 
the evils of popular and demogagic 
clamor and ignorant and totalitarian 
bureaucracy and antagonistic govern- 
ment. 

We have always tried to get into 
your fights on the industry's side. We 
have not asked any more quarter from 
the adversary than you have, and we 
have taken his return attacks just as 
you have and without running to you 
to hold our hand and slip a fat adver- 
tising contract into it. On the con- 
trary we have been proud to stand up 
along with you and join in the fight. 

But what is of most importance in 
life, we have enjoyed every minute of 
every day of every one of these past 
45 years come this February, that we 
have spent with you. We don't have 
any regrets except that we did not 
work harder and get around and see 
and know still more of you and thus 
have been able to do a still better job 
for you and the industry. It was 45 
years ago this February that our first 
issue came off the press with a loud 
shout for a free and highly competitive 
industry, the first that had been heard 
in the land for a quarter of a century. 
Thanks to you, we are proud to have 
been with you all these years. 

The quick and accurate gathering 
and distribution of plain unvarnished 
industry facts, we believe, has been of 
some aid in helping the industry to 
develop the degree of vigorous and 
constructive competition that it has. 
We in the oil publishing business have 
also had to face it and sometimes it 
was not pleasant nor fair nor even 
honest, but a good fight is a good thing 
for any group as it puts you on your 
toes and forces you to dig for the best 
that is in you and in the situation about 
you. Certainly no one can say that the 
oil industry is anything but a strong, 
hard-hitting, fighting industry. 

Before the industry are many prob- 
lems to the study of which the writer 
hopes to contribute a few worthwhile 
facts and observations. They will not 
be just what he can cook up in the 
“shade” of his “citrus grove” on the 
“rim of his canyon” viewing the 
“mountains in the distance.” That will 
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be a good place to beat a typewriter, 
but the real work will be done, as it 
always has been done these past 45 
years, by getting around in the indus- 
try and digging out the facts and the 
other man’s point of view. However, 
as per the doctor’s caution, I don’t ex- 
pect to travel quite so fast or so far 
as in the past. 

But this young crew that is taking 
over, led by Harry Waddell, himself 
an ex-newspaper man and just a “kid” 
of 41 years—husky and energetic and 
backed by the largest business paper 
and technical book publishing com- 
pany in the world—have a clear pic- 
ture of the great future that lies before 
the oil industry and before them as 
publishers of its leading papers and 
news, price and other information 
services. 

They will help you in the industry 
the better to see and value those prob- 
lems of the industry’s future and will 
help you with facts and points of view 
the better to meet them. In addition to 
their skilled efforts, there will be 
thrown in a pot shot or two from the 
owner of this “citrus grove” and from 
the “shade” of a dozen dusty euca- 
lyptus trees about ready, I am afraid, 
to slide still further down the slope of 
“my canyon.” 

Give me a ring at my “ranch” the 
next time you are in “Sunny Califor- 
nia.” If I am not in the phone book by 
then, call the Los Angeles office of the 
McGraw-Hill Publishing Co. They are 
going to be sending me checks and as- 
signments for some little time yet— 
I hope, from all the reports I get as 


to this year’s excellent annual state- 
ment, duly argumented, of course, by 
earnings of those valuable properties 
known as Platt’s Petroleum Publica- 
tions. 
Warren C. Platt 
“Consulting Editor” 


(P.S. They were scheming to call me 
“Founder and Consulting Editor,” but 
I protested that such an august and 
monstrous designation would call for 
an old fashioned silk hat, frock coat, 
two pounds of gold watch chain across 
my frontal protuberance and a cane, 
for which I did not want to spend the 
money, but if they insisted I would 
have to receive the proposed new CIO 
wage increase of 25¢ an hour. So they 
dispensed with the weighty first half 
of the new title and I am still wearing 
my old clothes.) 


PRICES 


Regular Gasoline Prices 
Went Up Slightly in '53 


Average retail gasoline prices, ex- 
clusive of taxes, increased 1.04¢ in 
1953 over the previous year exclusive 
of taxes. Regular grade gasoline prices 
reported from 50 representative U. S. 
cities show that prices in 1953 aver- 
aged 21.28¢ as against 20.24¢ in 1952. 

Adding an average tax increase of 
0.09¢, the over-all average increase to 
motorists was 1.13¢. With tax added, 
the 1953 average price was 28.69¢ 
compared to 27.56¢ per gal. in 1952. 
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That's right! For less than 42c a day 
you can take the back breaking work 
out of changing tires . . . speed 
repairs .. . realize bigger profits. You’ 
make that 42c over and over again in 
. in faster, 


easier work. After it’s paid for the 
operating cost is practically nothing. 


The POWER TIRE CHANGER does the 
hard job . . . breaks both beads in one 
F . zips tires on and off. 
Fits all drop and semi-drop rims . . . 
Won't damage tube or tire. It’s port- 
able. You'll pocket a bigger profit with 
a BISHMAN ELECTRIC CHANGER. 

#880 


ASK YOUR LOCAL JOBBER ABOUT FULL Line | ba 
AND LOW PRICES 


| Bishman ea 











NOW—Buy this 
Electric Tire Changer 
for as little as 


42c 
on an 18 ver eee. 
Automotive Equipment 
Pian from your jobber. 
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The average dealer tank wagon price 
rose 0.68¢, from 15.27¢ to 15.95¢. 

Here are the 1953 averages for the 
50 cities as reported to the American 
Petroleum Institute by The Texas Co.: 


Dealer and Retail Average Prices 
for Regular-Grade Gasoline 
in 50 Representative Cities 


(cents per gallon) in 
glia £22 $22 

itt ii i 

Average for U.S. . 15.95¢ 21.28¢ 28.69¢ 
Portland, Me. .... 15.63 18.58 26.58 
Manchester, N.H. . 16.18 18.44 25.44 
Burlington, Vt. ... 16.34 21.80 28.80 
Boston, Mass. co Se ghee | ae 
Providence, R.I. .. 15.63 19.82 25.82 
Hartford, Conn. 14.62 18.15 24.15 
Buffalo, N.Y. .... 16.18 22.10 28.10 
New York, N.Y. 15.43 22.50 28.50 
Newark, NJ. .. 15.23 20.69 25.69 
Philadelphia, Pa. 15.38 19.98 26.98 
Dover, Del. a. 15.38 21.20 28.20 
Baltimore, Md. ... 15.13 20.73 28.31 
Washington, D.C. . 15.56 20.79 27.79 
Charleston, W.Va. 16.48 23.70 30.70 
Norfolk, Va. ..... 14.78 20.88 28.88 
Charlotte, N.C. ... 15.93 21.88 30.88 
Charleston, S.C. 14.98 20.89 29.89 
Atlanta, Ga. 16.40 22.10 30.10 
Jacksonville, Fla. . 15.82 19.85 28.85 
Birmingham, Ala. . 16.20 21.80 30.80* 
Vicksburg, Miss. 15.76 22.40 31.40 
Memphis, Tenn. .. 15.38 20.78 29.78 
Lexington, Ky. ... 17.13 22.10 31.10 
Youngstown, Ohio. 15.97 20.51 26.93 
South Bend, Ind, . 15.99 20.90 26.90 
Chicago, Ill. ...... 15.80 21.28 28.28 
Detroit, Mich. 15.88 21.48 27.98 
Milwaukee, Wis. 16.72 22.40 28.40 
Twin Cities, Minn. 15.97 21.30 28.30 
Fargo, N.D. 15.66 20.38 27.38 
Huron, S.D. 16.90 22.10 29.10 
, Neb. ..... 15.50 20.00 27.58 
Des Moines, lowa . 15.65 20.87 27.37 
St. Louis, Mo. 15.45 19.78 25.78* 
Wichita, Kan. .. 1450 19.15 26.15 
Tulsa, Okla. ...... 14.27 20.08 28.58 
Little Rock, Ark. . 16.34 22.12 30.62 
New Orleans, La. . 14.18 20.03 29.03 
Houston, Tex, .... 14.38 19.50 25.50 

Albuquerque, N.M. 16.46 22.00 30.50** 
ver, Colo. 15.31 19.70 27.70 
Casper, Wyo. .. 16.18 23.38 31.38* 
Butte, Mont. ..... 18.33 24.38 32.38 
Boise, Idaho ..... 17.95 22.87 30.87 
Salt Lake Cy., Utah #16.15 21.33 28.33 
Reno, Nev. .... 18.35 24.18 31.68* 
Phoenix, Ariz. .... 18.28 23.36 30.36 
San Fran., Calif. .. 15.83 21.30 28.55 
Portland, Ore. 33 22.55 30.55 
Spokane, Wash. .. 18.46 24.30 32.80 


(*)Includes 1¢ city tax. (**)Includes 0.5¢ 
city tax. 

(#)Applies to deliveries of 400 gal. and 
over. 


... in brief 


Oil Price Book Coming Out—A new 
book describing the price structure of 
the oil industry is scheduled for pub- 
lication on January 27, 1954. Called 
Price Making and Price Behavior in 
the Petroleum Industry, the new book 
is said to present a detailed analysis of 
the factors determining pricing at the 
crude, refinery, tank wagon, and retail 
levels. 

The book is written by Ralph Cassa- 
dy, Jr., professor of marketing at the 
University of California. The Pub- 
lisher is Yale University Press of New 
Haven (Price $4). 
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Soup to nuts... and petroleum, too! 


Where won’t you find petroleum prod- 
ucts today? 


Even on the shelves of the neighbor- 
hood grocery store, you'll see such 
products as Gulfspray Aerosol Insect 
Killer, Gulf Trak Moth Spray, Gulf- 
spray Roach and Ant Killer, and many 
other household helpers. 


Thus, housewives are now becoming 
increasingly aware of petroleum prod- 
ucts, just as motorists always have 
been. And, in a sense, the grocer, too, 
has become an important representa- 
tive of the petroleum industry. 
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The Gulf Oil Companies are actively 
contributing to this continuing effort 
on the part of the entire petroleum 
industry to be of service to every mem- 
ber of America’s families. 


GULF OIL CORPORATION 


GULF REFINING COMPANY 
General Offices, Pittsburgh, Pa. 
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"ae@)Nhen : - - interpreting the oil news 


Pacific Coast 


By Frank Breese 


Standard’s Station Policy — 
Standard of California intends to stick 
with its two types of retail operations: 
company stations and dealer stations. 

Recently Standard consolidated the 
two retail organizations which had di- 
rected the two operations separately. 
Standard’s thinking on the consolida- 
tion was further elaborated in an inter- 
view with the two top retail men— 
E. D. (Tommy) Thompson, general 
manager of retail sales, and Lowell E. 
Hunt, associate general manager— 
published in the Chevron, company 
employe publication. 

Merger of the two retail setups 
raised speculation that one type of op- 
eration would be adopted to the exclu- 
sion of the other. Mr. Thompson was 
asked if there is any basis for such 
thinking. 

He replied that past experience has 
demonstrated that customers fall into 
two groups—those who prefer trading 
at independent dealer outlets and those 
favoring company-operated stations. 

“Therefore,” said Mr. Thompson, 
“two types of stations are necessary, 
one augmenting the other, with units 
conveniently located to offer wide- 
spread coverage for (our) products. 

“You don’t evaluate each unit from 
the standpoint: Is this a company or 
dealer-operated station—but, rather: Is 
it functioning most successfully and 
economically in serving the needs of 
its location. So it is with the company. 
It has established an effective network 
of station outlets, including the two 
kinds of operation demanded by our 
customers—types which join to form a 
solid front and result in a strong ‘one- 
two’ punch to meet competition. 

“We shall continue to market our 
products and services at both company- 
operated and dealer-type stations as 
long as our customers indicate by their 
patronage that they wish us to do so 
and the economics of the particular 
station make it possible.” 


Both Are Needed—Asked wheth- 
er One type of station is superior to the 
other, Mr. Thompson said no. 

“Both play vital, necessary roles. In 
this business of selling petroleum prod- 
ucts and services, the motorist is boss. 
Some prefer independent dealer out- 


lets — others, company-operated sta- 
tions. It’s as simple as that.” 

Mr. Hunt was asked what the princi- 
pal factors are in determining whether 
a dealer or company-operated unit is 
established at a certain site and how 
Standard maintains “optimum bal- 
ance” between the two types to assure 
adequate coverage. 

“A comprehensive study is prepared 
to establish a forecast of the site’s po- 
tentialities,” stated Mr. Hunt. “This 
forecast combined with an analysis of 
present coverage in the area deter- 
mines the type of operation best suited 
to serve the location. Proper ratio of 
company-operated to dealer units is 
not predetermined. Such as balance is 
elastic and comes about automatically 
according to the changing require- 
ments of all the station locations. 
Thus, it is the customer who actually 
determines the ratio.” 


The Objectives—Aim of the new 
program, said Mr. Thompson, is, “to 
streamline the functions and activities 
of the administrative and staff person- 
nel so that this ‘supporting team’ will 
be able to render the most effective 
assistance possible to the station man.” 

While Mr. Thompson directs the 
over-all retail operation, Mr. Hunt will 
ride herd on the consolidation program 
at the field level. 


Export Increase—Macmillan Pe- 
troleum Corp. reported that it com- 
pleted shipment of 230,000 gal. of 
motor oil and 100,000 Ib. of grease to 
Brazil, making it the most successful 
year ever for its export department. 

O. H. Muller, Jr., head of that de- 
partment, said Macmillan has taken 
on a distributor in Leopoldville, Bel- 
gian Congo, making seven distributors 
in Africa. 


Experiment Growing — Macmil- 
lan’s campaign to push motor oil sales 
in supermarkets has been extended to 
San Joaquin Valley, inland California. 
To introduce the product in the city 
of Fresno, Macmillan experimented 
with a new point-of-sale oil rack. 
Macmillan said it sold a carload of 
supermarket motor oil in Fresno with- 
in three days. 


Wilshire Moves — Wilshire Oil, 
long headquartered in downtown Los 
Angeles, has moved its executive and 
sales departments to the refinery 
buildings in Norwalk, in the south- 
eastern part of L.A. Basin. Wilshire 
is in process of dissolution. 


Employe Stock Plan—Standard of 
California contributed $2.16 for every 
dollar put up by employe-members 
for the employe stock plan during the 
third quarter. Its contribution of $1,- 
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461,494 was the largest since the plan 
was set up. 

Shares cost $51.78 each, lowest 
since the plan was started and re- 
flecting lower quotation on the stock 
exchange. Participating were 11,956 
employes. 

Drop Ahead? — Preliminary spot 
report on 1953: A member of 
the California Petroleum Distributors 
Assn. estimated the year was off 1% 
from 1952. Each year since World 
War II has improved a bit, this being 
the first drop. 


Midwest 


By Leonard Castle 


Temperature Billing Fight— Ihe 
move in Minnesota to add a new 
system of billing petroleum products 
recalls the long, hard fight to gain 
the volumetric method which resulted 
in victory for the oil jobbers early in 
1951. 

The proposed new system, which is 
supported by one refiner marketing in 
Minnesota, would provide that billing 
be corrected to the average tempera- 
ture in the state for each month. 

In Minnesota, these averages are: 
January, 18 degrees; February, 20; 
March, 28; April, 38; May, 52; June, 
60; July, 66; August, 68; September, 
62; October, 52; November, 38; and 
December, 32. 

Most industry groups are opposing 
the new proposal on grov 1s it would 
complicate the problem and be confus- 
ing. They also point out there is a 15- 
degree differential in the average tem- 
perature between southern and north- 
ern Minnesota and as a result, picking 
an average for the entire state would 
work a hardship on some marketers. 

Jobbers now have a choice of pur- 
chasing on either of two systems—the 
old temperature correction method, or 
volumetric. Virtually all of them in the 
northern states now use volumetric. 

The old system of billing—on a 
temperature correction basis—was a 
sore spot for many years with jobbers 
in the “cold” states of the Midwest 
who purchased most of their products 
from terminals in the same area. 

The annual average temperature in 
such states as Wisconsin, Minnesota 
and the Dakotas is around 40 degrees. 
Under the temperature method of bill- 
ing, as soon as a transport was loaded 
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REGIONS 


at a terminal, the temperature for the 
load was corrected to 60 degrees, even 
though the actual temperature might 
have been much lower. 

Since gasoline will shrink about 1% 
for every 20 degrees of temperature 
drop, and the difference between the 
average temperature and the corrected 
temperature was 20 degrees, this meant 
that over the year the jobber was tak- 
ing a 1% loss on products purchased 
under those conditions. 

On a 5,000-gal. load bought during 
40-degree weather, for example, his 
loss would be 50 gal., and it is obvious 
that over a period of several months, 
this would mount rapidly. 

On the volumetric basis of billing, 
the jobber ordinarily neither loses nor 
gains when he buys from terminals 
within the same general area. If a 
jobber buys a transport load in Min- 
neapolis for delivery to Willmar, 
Minn., 100 miles to the west, the tem- 
perature in all probability will be ap- 
proximately the same in both locations 
and any shrinkage or expansion en 
route would be exceedingly small. 

When he buys the 5,000 gal. in Min- 
neapolis he knows that he'll receive 
5,000 gal. in Willmar, give or take two 
or three gallons either way, depending 
on what slight differences in tempera- 
ture might exist between the two 
points. 

One of the leaders in the long cam- 
paign for volumetric billing was Ken- 
neth C. King, secretary of the Wiscon- 
sin Petroleum Assn. He recalls that 
temperature correction was one of the 
main problems and complaints of job- 
bers when he became secretary in 
1944, 

Not until November of 1949, how- 
ever, did the first major, Phillips Pe- 
troleum Co., adopt a general policy in 
Wisconsin of letting jobbers decide 
which system they wanted. 

Gradually a few more companies 
fell into line and the great impetus 
came in the summer and fall of 1950, 
when virtually all of them joined the 
parade. The last straggler or two made 
it unanimous in January, 1951. 


Gay Dress for Tankage—In a 
move to beautify the grounds and im- 
prove its public relations, Indiana 
Standard is painting its numerous tanks 
at the huge Whiting refinery in bright 
colors to replace the drab blacks and 
grays. 

A. H. Hayes, general superintend- 
ent, reveals that numerous motorists 
have called the refinery to congratulate 
the management on its gay new dress. 
An executive of a nearby company 
told Mr. Hayes that “I get a lift every 
time I drive by.” 

So far, the color treatment has been 
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extended to relatively few refinery 
tanks and operating units, but many 
others are scheduled for similar garb 
when repainting time rolls around 
again. 

“The new enamel is somewhat more 
expensive than black and gray paint,” 
Mr. Hayes said, “but we expect it to 
last longer, in addition to having bet- 
ter public relations and advertising 
value.” 


Atlantic Coast 


By 
Raymond E. Bjorkback 


Delayed Action War—A gaso- 
line price war which erupted last week 
in Pittsburgh and quickly spread over 
the rest of Pennsyivania’s populous 
Allegheny County may have estab- 
lished something of a record as an 
example of delayed reaction. 


For more than a year before it 
broke out, stations flying one major 
company’s flag had been underselling 
operators of all the other major-brand 
stations by 3.1¢ and 2.1¢. 

Except for periodic and short-lived 
fluctuations, the latter dealers had 
maintained pump postings of 22¢ for 
regular-grade gasoline and 24¢ for 
premium-grade (ex 7¢ state and fed- 
eral taxes)—although the other sta- 
tions were doing “a land office busi- 
ness” at their expense. 


Aid for Truckers—The welter of 
conflicting rules burdening the truck 
driver who has to cross state lines just 
might, one of these days, be a lesser 
evil on the chain of superhighways 
being formed to link the East Coast 
and Middle West. 

Feasibility of a uniform set of rules 
for the turnpikes of New Jersey, Penn- 
sylvania and Ohio is being weighed 
right now by turnpike officials of those 
states. 

They took up the matter recently 
at Harrisburg, Pa., on the invitation 
of the Pennsylvania Turnpike Com- 
mission. That body for some time has 
had the “purpose and intention . . 
to enact a standard code,” out of the 
conviction that the cause of highway 
safety thereby could be advanced 
greatly. 

The Harrisburg gathering presum- 
ably discussed also the feasibility of 


having “through” tickets for toll pur- 
poses on the three highways, but such 
an arrangement appears to have slim- 
mer chances of becoming reality. 

This idea was broached—and ran 
into serious opposition—at a meeting 
in Philadelphia of the Greater Phila- 
delphia-South Jersey Planning Com- 
mission. A New Jersey official, no- 
tably, threw cold water on it. 

Chief argument raised against it was 
that adoption of toll tickets “good” in 
more than one state would involve the 
respective turnpike commissions with 
the Interstate Commerce Commission. 
That is, the ICC could say what tolls 
the commissions could charge, and 
thus complicate their bond retirement 
programs. 


Dealer Conferences — Esso 
Standard is getting ready to launch a 
new conference type training program 
for dealers. A series of eight confer- 
ences has been developed around the 
concept of improved coaching of em- 
ployes by the dealer. 

The first several conferences will 
concentrate on ways for the dealer to 
instill the “will to sell” in his em- 
ployes. This will be done essentially 
through straight conference discus- 
sions of case histories and trading of 
ideas and techniques. 

Then will come conferences devoted 
to coaching in selling. The dealers will 
have opportunities to discuss, demon- 
strate and evaluate actual coaching 
methods. 

The last two conferences will dis- 
cuss reasons why customers buy, and 
emphasize the thought that it’s the 
benefits the motorist receives in buy- 
ing that keeps him coming back to a 
particular station. 

Specifically, the primary objectives 
of the conferences between division 
representatives of Esso and its dealers 
will be to: 

1. Help dealers boost sales by in- 
creasing their employes’ “effective- 
ness.” 

2. Convince dealers that they can 
get better returns on their investments 
in manpower. 

Other objectives are better sales- 
manship through the understanding 
and application of proven principals 
and techniques, improved dealer-em- 
ploye and dealer-customer relation- 
ship, better employe performance 
through increased teaching skill of 
the dealer, and development of incen- 
tive and enthusiasm at the station. 

A special motion picture will be 
used with the conferences. It will dem- 
onstrate an actual coaching situation 
and be a subject for discussion and 
evaluation of conference methods. 
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EDITORIALLY SPEAKING 


Major oil companies had better take a long, 
sharp look down the road in bidding for outlets 
on limited access highways. 

Opportunities for such bidding already are los- 
ing some of their novelty. Yet the contracts con- 
tinue to be written at figures seemingly reflecting 
more the desire of the high bidders for representa- 
tion on superhighways than the expectation of 
making some kind of profit. 

If anything, the willingness to pay rather dearly 
for the privilege of being on an expressway is 
becoming contagious. 

Top offers in the recent bidding for leases on 
the New York Thruway are a case in point. Those 
are so high that the lowest of them is slightly 
higher than what would appear to be a reasonable 
break-even point for the Thruway on a straight 
cash basis—allowing nothing for depreciation, for 
one thing. 

And some of them were made by companies 
that in the past had been staying pretty close to 
the economics of the matter if, in fact, they bid 
at all. 

This sort of thing could get to the point where 
even the intangible benefits from representation on 
a turnpike wouldn’t warrant the rentals being paid. 
In a case like that, the businessman could wake 
up to find he no longer was conducting a con- 
ventional business operation, but had wandered 
into a never-never land of business-in-government, 
or government-in-business. He’d be subsidizing, in 
part, the building of turnpikes. 

How far some major supplying companies are 
straying from the realities in turnpike operation 
may be indicated by the fact that only rarely does 
the list of bidders for turnpike outlets include the 
Independent marketer. He has to stick to the 
economics. 

Remarked the Empire State Petroleum Assn. 
about a 7.21¢ per gal. offer in one of the New 
York Thruway openings: 

“It is inconceivable that any jobber could pay 
the state 7.21¢ per gal. and remain solvent.” 

It does seems so. However, the top bids in 
three openings ranged as high as 7.51¢—with the 
contractor to pay also 10% of his gross receipts 
from sales of lubes, TBA and services, and guar- 
antee the state at least $40,000 annually after the 
Thruway is open all the way from New York to 
Buffalo. 

On a realistic basis, competition on the turn- 
pikes would include the jobber-distributor—with- 
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Price of Turnpike ‘Prestige’ Ils Going Up 


out his having to make a special deal with his 
supplier out of a willingness on the part of the 
latter to give away something for turnpike 
prestige. 

(And if the supplying companies advocating 
the altogether sound principle of gasoline market- 
ing competition on turnpikes were to be truly con- 
sistent in regard to this principle, they’d urge their 
distributors on the turnpike to raise the distribu- 
tors’ names on the stations. A distributor’s name 
on a turnpike station would be proof of competi- 
tion for all motorists to see. It could be about as 
important to the supplier from a public relations 
standpoint as having his flag flying from the 
station.) 

It is to be hoped that experience with brand 
competition on the New York Thruway will con- 
trast so favorably with exclusive-concession opera- 
tion from the standpoint of revenue to the Thru- 
way Authority that that body and similar ones 
will see that it would be possible to have lower 
rental rates for service stations. Motorists may not 
be so prone to buy just before entering the Thru- 
way and right after leaving it as on other routes. 

If one takes the very lowest of the top offers for 
the Thruway stations, 6.51¢ per gal., and does a 
little figuring, it will be plain that the bidder will 
be a little out of pocket on a straight cash basis, 
in direct operation. 

The Thruway’s Sloatsburg station is used for 
the following example (prices are ex-taxes): 


Low of the Gulf, housebrand . 11.00 
Freight to New York 0.92 
Terminaling at New York 0.25 
Barging to Newburgh, N.Y. 0.40 
Storage, handling at Newburgh 0.50 
Trucking to Sloatsburg 0.25 
Rent 6.51 
Labor and utilities 4.00 
Supervision, overhead, promotion 0.50 


Total Cost 24.33 
Less current retail price 22.00 


Loss on selling price 2.33 
Profit on premium-grade gasoline 
and other sales, services 2.00 


Net Loss 0.33 


In this way, turnpike operators, with a few ex- 
ceptions perhaps, could be said to be foregoing 
gasoline profits, and simply “selling crude” on the 
turnpikes in return for benefits of questionable 
value. 
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Refined Products Easy; Penna. Crude Cut 


By Marvin Reid, NPN Staff Writer 


All refined products, including heavy fuel, 
‘tna! are in for some tough going in 1954 un- 
ess there is sharp curtailment of refinery runs. 
That was consensus among refinery trade sources 
east of the Rockies the final week of 1953, and 
there were several developments to back up the 
belief that 1954 will be a “buyer’s market” year— 


Drop in Pennsylvania-grade crude prices; lower 
prices—in mid-season—for heating oil at New 
York harbor; “top” prices for marine fuels to 
Atlantic Coast shipping trade. 


South Penn Oil Co. and other principal buyers reduced 
postings for Penna.-grade crudes in amounts ranging from 
29¢ to 35¢ bbl., effective Jan. 1. New prices are: Bradford 
district, $3.76; Middle Penna., $3.70; Southwest Penna., 
$3.31; and Eureka, W. Va., $3.25. R. W. Grunert, South 
Penn president, said: 

“Further curtailment of refinery demand, coupled with 
insufficient reduction in producing rate, compels addi- 
tional lowering of market prices.” Last September, South 
Penn cut Penna.-grade crude prices 50¢ bbl. 

Surprise Move—Decline in barge prices for No. 2 fuel 
at New York harbor coming at height of the heating oil 
season took the eastern trade by surprise. Esso Standard 
last day of the year said it was offering 0.25¢ gal. “volun- 
tary allowance” for barge lots to meet competition at 9.15¢ 
gal. Some sellers made outright reductions to 9.15¢. Gulf 
Coast refiners said this “killed” any chance of an early 
increase in the Gulf Coast cargo price of 8.125¢ for No. 2 
oil. 

Offering of “top” prices for ships’ bunkers—‘“C” fuel 
and marine Diesel—which started in mid-December, was 
described as general last week with most major and inde- 
pendent suppliers guaranteeing that their shipping cus- 
tomers will pay no higher than 25¢ over current prices for 
bunker “C” oil, 46¢ bbl. for marine Diesel, at principal 
eastern ports during 1954. 

“Tops” Considered Safe—Currently stipulated “top” 
prices are considered “pretty safe” by most suppliers. They 
are hoping, however, that their 1954 contracts will not 
“boomerang” as they did in 1947 when spot prices for 
ships’ bunkers rose rapidly leaving majority of sellers stuck 
with relatively low maximum prices to their contract ma- 
rine trade. Should import of residual oils from Caribbean 
be curtailed, maximum clauses will become inoperative. 

Denies New Mexican Contract—Sen. Antonio J. Bermu- 
dez, general manager, Petroleos Mexicanos, denied reports 
that new contract had been closed with “any New York 
independent marketer” for Mexican bunker oil. It had been 
reported that a New York harbor independent had closed 
contract for supply of three cargoes of Mexican bunker oil 
per month (NPN Dec. 30, P. 30) for period of one year. 

Meanwhile, pressure was increasing for a boost in the 
cargo differential (under East Coast barge prices) on 
bunker “C” fuel delivered under term contracts. Since the 
war, contract prices for most part have been 15¢ below 
barge prices at East Coast ports on cargoes delivered from 
the Gulf and Caribbean. Now, on a limited portion of his 
production, one major marketer is said to be allowing 
differential of 25¢ bbl., netting $2.00, middle Atlantic Sea- 
board, on one supply arrangement running for more than 
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six months. This, reportedly, “to combat Mexican bunker 
oil.” 

Other Foreign Developments—In other foreign develop- 
ments, Argentine Government spokesman said contracts 
to supply various lubricating oils have been awarded as 
follows: 

For bulk lifting—to Asiatic Petroleum Corp., approxi- 
mately 1,109,000 gals. Mid-Continent solvent bright stock 
at 18.18¢ gal. and 660,000 gals. 500 vis. solvent neutral at 
14.73¢, both prices FOB Philadelphia. 

In drums—to Asiatic, 52,500 gals. turbine oil at 32.48¢ 
gal., FAS Philadelphia; to Commerce Oil, 52,500 gals. 
hydraulic oil at 27.08¢, FAS Gulf Coast port. 

Creole Petroleum Corp., in revision of its prices effective 
Jan. 1, reduced Lagunillas heavy crude to $1.85, down 
20¢, FOB loading ports of Amuay Bay or Las Piedras, 
and increased Pedernales crude 24¢ to $1.61 bbl. for 20- 
20.9 gravity oil, FOB Capure (Pedernales). 

Chinese Petroleum Co., reportedly arranged to buy 25 
million bbls. of Middle East crude for shipment to Formosa 
over next 10 years. Price was not disclosed. Oil is to be 
Kuwait-type, with liftings scheduled at rate of 2.5 million 
bbls. per year. 


Distillate Demand Good—In domestic markets, demand 
for distillate fuels generally was good and inventories were 
dented sharply by cold weather. In the Mid-Continent, 
two refiners said they may be short in the Great Lakes 
Pipe Line by mid-January if distributor withdrawals con- 
tinue heavy. But over-all, stocks of burning oils were still 
too high to suit most refiners. 

Gasoline continued weak, with little hope for it to 
improve before next spring. And, since inventories will 
more than likely continue to grow between now and spring, 
gasoline could “really be a headache” by the time its sea- 
son arrives, several trade sources declared. At the Gulf, 
there was still talk of “price shading” on gasoline, and 
sellers said it was difficult to “get the lows (low quoted 
prices)” on any grade, premium included. 

Residual still was the firmest product in the Midwest, 
Mid-Continent and at the Gulf. Inland Texas refiners, 
however, closed 1954 contracts with a Gulf Coast buyer 
at 12.5¢ bbl. “under Gulf Coast cargo price, date of ship- 
ment, delivered,” partly because they are fearful of what 
summer may bring as far as residual market in Midwest is 
concerned. Their 1953 contracts were at 15¢ under. 

Recent Middle West cold spell did much to revive a 
long-dormant liquefied petroleum gas market (see P. 43). 

Retail Gasoline Markets—In New Jersey, some members 
of Union County Gasoline Dealers Assn. raised their re- 
tail prices for regular-grade gasoline 2¢, to 15.9¢ gal. (ex 
5¢ taxes), under group’s “bottom” price plan (NPN Dec. 
30, P. 30-31). Dealers, according to association president 
Charles Rabig, were ready to hold new “bottom” price 
(15.9¢) “until price cutters, who are strictly gasoline sellers 
and must have volume to survive, lower their prices to it. 

Pittsburgh, Pa.—There was a general decline to 18.9¢ 
for regular-grade gasoline at service stations handling 
major brands in Pittsburgh and elsewhere in Allegheny 
County in price war that started Christmas week. NPN 
sources said that while prices had “steadied” at the “3¢- 
cut-level,” no sign of war’s end was in sight. Private brands 
were selling 1.5¢ to 2¢ under major brands, at 17.4¢ and 
16.9¢. Prices are ex 7¢ state and federal taxes. 
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Atlantic Coast 


Heating Oil Prices Firm Up 


Cold weather brought firmer prices for heating oils 
along the East Coast during the post-Christmas week. 
Terminal shipments of No. 2 fuel were active in most 
districts, and “discounts” on kerosine and home heating 
oil were on the wane in Boston. 

Gasoline prices, meanwhile, continued “weak,” and 
hard competition for new No. 6 fuel customers was re- 
ported at New York and Philadelphia. 

Although traders continued to report that very few 
buyers were looking for supplemental barge lots of No. 2 
fuel, suppliers said that terminal sales had picked up 
substantially to their regular customers. At New York 
harbor, occasional small barge lots of No. 2 fuel report- 
edly were sold at 9.25¢, which compared with 9.4¢ 
posted at most harbor terminals. 

At Boston, the majority of terminal operators reported 
they had withdrawn their 0.25¢ “voluntary allowance” to 
tank car resellers of kerosine and No. 2 fuel. For the 
most part they quoted 10.9¢ flat for kerosine and 9.9¢ 
for No. 2 fuel. 

Some “low” prices were indicated for gasoline and 
No. 6 fuel. At New York harbor, it was said that spot 
barges of regular-grade were available “below 12¢,” but 
no quotations under 12.5¢ were confirmed. 

In New Jersey, reports said that contract No. 6 fuel 
buyers were quoted as low as $2.11, FOB ocean terminals, 
for next year’s supply. One industrial buyer is said to 
have covered his 10-million-gal. requirement at this price. 
His cost, delivered plant, reportedly will be the same 
as some New York harbor terminal operators quote for 
FOB truck and trailer lots—$2.25 per bbl. 

At Philadelphia, it was said that one marketer was 
trying to place new business on residual to the extent 
of 200,000 bbls. per month. In this district, some No. 6 
fuel quotations at “15¢ off” were reported, but not 
confirmed. 


Western Penna. 


Trading Quiet; Prices Unchanged 


Trading generally continued quiet in Western Penna. 
and quotations for all products were unchanged the last 
week in 1953. Reduction in Penna. grade crude oil prices 
by South Penn Oil Co. (see P. 40) came too late in the week 
to have any effect on product prices. 


While open market demand was slow for all lubricating 
oils, some refiners reported increased orders for branded 
motor oils against contracts with shipments to start after 
Dec. 31. Many jobbers and distributors had let their year- 
end inventories get low for tax purposes, refiners said. 

Domestic demand for white crude scale wax was steady 
and the product was none too freely available in the open 
market. One refiner reported sales at 5¢ lb., and another 
said his production was committed through February. 
Petrolatums also were in good demand with prices steady. 

The call for gasoline against contracts was described by 
most refiners as “good for the season.” Light fuels were 
slow as the weather continued mild over the area served 
by Penna. field refiners. 


January 6, 1954 + NATIONAL PETROLEUM NEWS 


Midwestern (Chicago-E. St. Louis Area) 
Trade Interest Centers on No. 6 Oil 


Light fuels were steadier and gasoline continued easy to 
buy at “discounts” in Midwest last week, but it was the 
No. 6 fuel market that held trade interest as the year 
drew to a close. 

Open market traders, in most cases, said residual fuels 
were firm and held closely by primary suppliers even 
though spot demand was quiet. There were others, how- 
ever, who said easing business trends already had begun 
to work on heavy fuels and they pointed to cancellation 
of January No. 6 fuel shipments from small to middle-size 
industrial plants. Cancellations ranged from about 10% 
to as high as 40% of normal takings in January. 

Interest was pinpointed on refiners’ general quotation 
of $1.50, Group 3 (7.21¢ gal., delivered Chicago by rail), 
which was said to be “out of line” with current Chicago 
District quotation of 6.6¢ for low-sulfur No. 6, plus local 
trucking charges of about 0.5¢ (total, 7.1¢ gal., delivered). 

Traders speculated as to whether Chicago suppliers will 
“have to” raise their prices, or whether Mid-Continent re- 
finers will cut to re-establish parity. Cold weather will favor 
Mid-Continent shippers and, in that event, they were seen 
as not needing Chicago’s big steel demand. 

Railroad, meanwhile, said it was holding back from 
filling its original January requirements for No. 6 (no max. 
sulfur guarantee) fuel, taking part of its needs at $1.45 
and only a small amount at $1.50. Railroad buys on a 
delivered buyer-car, FOB supplier’s siding, basis. 

With steadier demand for light fuels reported throughout 
entire upper central states region and particularly at Great 
Lakes Pipe Line terminals, many in the trade said they 
still were able to buy at “0.75¢ off” (Group 3 quotations 
for northern shipment as shown in Chicago edition of 
Wall Street Journal) for resale. 

Gasoline remained easy and virtually without interest. 
Material offered at “discounts” of as much as “0.375¢ off” 
delivered Great Lakes Pipe Line terminals, brought no 
buyers. 


Chicago District 


All Fuels Firmer, Gasoline Easy 


Colder weather and closure of Dresden Island locks 
scheduled for mid-January improved the market position 
of light fuels in Chicago District last week. Residual fuels 
continued tight, gasoline easy, according to refiners, river 
terminal operators and brokers. Suppliers’ prices were 
unchanged for all products. 

Seasonal weather improved demand for light fuels and, 
at same time, more than compensated for reduced steel 
requirements for residual fuel by increasing space heating 
load, suppliers said. 

River terminal operators said they will have their tanks 
“brim full” when Army engineers close Dresden Island 
locks on Jan. 14 for period of six weeks. Meanwhile, 
sources said a big rush to fill storage resulted in some 
“forced” distillate sales where tanks were unable to ac- 
commodate incoming barge shipments. 

One such sale was disclosed—of range oil at 9.875¢, 
dockside, Chicago, and of No. 2 fuel at 9.3¢. While brokers 
reported sales of range oil and No. 2 fuel at “discounts” 
of 0.125¢ and 0.25¢ to the trade, it was comment of 
several traders that easiness was rapidly leaving these oils. 
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OIL MARKETS 





Summary of Daily Gasoline Prices (Dec. 29 through Jan. 4) 








Monday 
Motor Gasoline 93 Oct. (Premium): Jan. 4 
N. Tex. (Texas & New Mex. shpt.)...... 13. 75-14 .25 
W. Tex. (Texas & New Mex. shpt.)....... 13.5 
RB. Fem, Coradt Tamen)...n ccocsctecnce 13.5 
Motor Gasoline 90 Oct. (Premium): 
Okla., Group 3 (Okla. shpt.)............. 12 .375(6) 
Okla., Group 3 “— eo Diswie neces . 6 sia: 125-13 .125 
iegpestecn (Grou mp, 5 Baste roy .. @)12 =. 12.875 
N. Tex. (Texas & ‘1. RET oebeoe 13-13 .75(2) 
W. Tex. (Texas & New Mex. shpt.) 13-13 .75 
E. Tex. (Truck Tnsp.). 13-18 .75 





Cent. W. Tex. (Truck Tnsp.). Sain 9 RL 13 
Motor Gasoline 88 Oct. (Premium): 


N. Tex. (Texas & New Mex. shpt.)..... ' 12.75 
W. Tex. (Texas & New Mex. shpt.)..... 13 
HE. Gems CEVGE THAR). oc ccc ccc eiccsee 13 
Motor Gasoline 84 Oct. (Regular): 
Okla., Group 3 (Okla. shpt.)........... a 11.375(7) 
Okla., Group 3 (Northern a Revmh aap we 6 sins (7)11. 125-11 .375(3) 


Midwestern ay Shy a chine suk ie 
N. Tex. (Texas & New Mon. Ghgt.),.. esr. 
W. Tex. (Texas & New Mex. shpt.)...... 

E. Tex. (Truck Tnsp.).............«.: 


Btgeee Gasoline 82 Oct. (Regular): 
. Tex. (Texas & New Mex. shpt.).... 
AS Wie CERO NODS soba aoc vadeewa eee 
Cent. W. Tex. (Truck Tnsp.) ie « 
Motor Gasoline 60 Oct. M & below: 
Okla., Group 3 (Okla. shpt.) : 
Okla., Group 3 (Northern shpt.) 10 375-10 .625(3) 
Midwestern (Group 3 basis). ~ - 10 375-10 .625 
N. Tex. (Texas & New Mex. shpt.). és ... (2)10.75-11.8 
W. Tex. (Texas & New Mex. shpt.)....... ; 
ew. nD OS ray 
Cent. W. Tex. (Truck Tnsp.). 


Motor Gasoline 92 Oct. @vcutinen)e 


.. (6)11 125-11 .375 
: 11.75-12.7 


' 4175-12 25 
(2)11.75-12 25 


on 75-12 25 
1.75-12 
ii 75 


10 .375-10 .875 


New York harbor. . einie ine wine 15 .2-16.5 
New York harbor, aap. > eared : 15.1-15.6 
Gd os 3h a's sala tcicePebioeens sie 15 .8-16 8 
Baltimore... wer 14.55-16.3 
Baltimore, barges Jebecuh 15.3 
Motor Gasoline 86 Oct. (Regular): 
New York harbor... . a ey 13 65-14 
New York harbor, oes 5 
SE SPIE eae 14.1-14.8 
ae a barges. . x14-14.2 


Baltimore. . | " Serene (2)12.9-14.3 
Baltimore, barges beni i 12.8 
Motor Gasoline: 


Western Penna., Bradford-Warren: 


92 Oct. (Prem.)..... 15 .15-16 65 

86 Oct. (Regular)... . ‘ 14.15(2) 
Western Penna., Oil C ity: 

92 Oct. (Prem.) ah : 2 14.75-15.5 

86 Oct. (Regular)........ iy - 13.75-14.15 
Western Penna., Pittsburgh: 

92 Oct. (Prem.).......... esis oe 15.5 

86 Oct. (Reguiar) 13 95 


*Friday Thursday Wednesday Tuesday 
Jan.1 Dec. 31 Dec. 30 Dec. 29 
ve9eee 13 .75-14.25 18.75-14.25 18 .75-14 .25 
ee * 13.5 13.5 13.5 
sealer 13.5 13.5 13. : 

12.375(6) 12 .375(6) 12.37 


a (3)12.125-12 875 


.375(6) 
(6)12 125-13 .125 
(3)12 125-12 .875 


(6)12 125-13 . 125 (6)12 . 125-13 .125 


(3)12. oe 12.875 


ae 13-13 .75(2) 13-13 .75(2) 13-13. eG) 
13-13 .75 13-13 .75 13.-13.7 

; 13-13 .75 13-13 .75 13-13. is 

: 13 13 13 

~ 12.75 12.75 12.75 
13 13 13 

‘ 13 13 13 
11 .375(7) 11.3 


11 .375(7) 
(7)11. 125-11 .375 (8) 
(6)11 125-11 .375 
11.75-12.7 
11.75-12 .25 
(2)11 .75-12 .25 


75 (7) 
(7)11 . 125-11 .375(3) 
(6)11 125-11 .875 
11.75-12.7 
11. 75-12 .25 
(2)11.75-12 .25 


(7)11 125-11 .375 (3) 

(6)11 125-11 .375 
11.75-12.7 
11.75-12 .25 

(2)11. 75-12 .25 


(2)11 75-12 .25 
11.75-12 
11.75 


(2)11. 75-12 .25 an 75-12 .25 
11.75-12 1.75-12 
11.75 i 75 


10 375-10 .875 10 375-10 .875 
10. 375-10 .625(3) 10 .375-10 .625(3) 


10 .375-10 .875 
10 .375-10 .625(3) 
625 


10 .375-10 625 10 .375-10 625 10 .375-10 
(2)10 .75-11.8 (2)10.75-11.8 (2)10 75-11 .8 
11.25-11.5 125-1 11.25-11.5 


1 
(2)11-11 .125 (2)11-11.125 (2)11-11 .125 
ll ll ll 


152-165 15 .2-16.5 15 .2-16.5 
15.1-15.6 15.1-15.6 15.1-15.6 
15.8-16.8 15 8-16 8 15 8-16.8 
14.55-16.3 1455-16 .3 14.55-16.3 
3 15.3 15.3 
13 .65-14.5 13 .65-14.5 13.65-14.5 
12.5 12.5 12.5 
14 1-14.8 14 1 14.8 14.1-14.8 
4.2 14.2 
yz: $- 14.3 yi 9-14.38 (2)12 9-14.38 
12.8 12.8 12.8 
15 15-16 .65 15 15-16 .65 15 15-16 .65 
14.15(2) 14.15(2) 14.15(2) 
14.75-15.5 14.75-15.5 14.75-15.5 
13.75-14.15 13 .75-14.15 13.75-14.15 
¥ 15.5 15.5 15.5 
™s 13.95 13.95 13.95 


*Platt’s Oilgram Price Service not t published o on Jan. 1 (New Year's). No prices available for that date. 





Suppliers’ quotations for range oil ranged from 10.875 
to 11.3¢, and 10 to 10.25¢ for No. 2 fuel, FOB Chicago 
District. 

With improved demand for light fuels, distributors said 
they were beginning to make up for the poor gallonage 
experienced during the period September through Novem- 
ber. One large distributor said his retail sales of burning 
oils this month had been 15% over last December, adding 
that sales were leveling out even though total seasonal 
gallonage to Dec. 1 this year was approximately 20% 
behind same period last year. 

Reports from several sources indicated that bidding for 
business of certain large gasoline consumers had brought 
prices for regular-grade to these accounts down 0.25¢ to 
13.3¢, delivered Chicago. Prices quoted for regular gaso- 
line to the trade ranged from 12.5 to 13.35¢, FOB Chi- 
cago District refineries and terminals. 


Mid-Continent 


Open Market Trading Continues Slow 


Open market trading was slow in the Mid-Continent 
during the final week of 1953. Prices for most products 
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were steady, and No. 6 fuel ranged 5¢ higher in North 
Texas. 

A West Texas refiner reported renewing his No. 6 fuel 
contract with a Gulf Coast buyer, for the bulk of his 1954 
production, at “12.5¢ bbl. under cargo price, date of 
shipment, delivered.” This refiner’s 1953 contract called 
for “15¢ under cargo price.” There were unconfirmed 
reports that another inland Texas refiner had made similar 
1954 contract. These two refiners, along with others selling 
to Gulf Coast, had been hesitant about renewing the con- 
tracts because of the substantial improvement in the 
northern residual market over the past few months. 

In North Texas, No. 6 fuel ranged upward from $1.50 
when one refiner raised his price to that level. A Kansas 
refiner also hiked his No. 5 and No. 6 quotations 5¢ to 
$2.25 and $1.60, respectively, and an Oklahoma refiner 
upped his No. 6 price 5¢ to $1.60. Resellers generally said 
they were unable to buy residual under $1.50, Group 3. 


Distillate picture was looking much better, according 
to several refiners, as cold weather continued to keep with- 
drawals at northern pipeline terminals in large volume. 
Stocks were still ample, however, and there was no indi- 
cation of stronger prices. Generally, sources said material 
was available “at the low, plus transportation,” at northern 
pipeline terminals. 
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NPN Gasoline Index 


cents per gal. 
Dealer T.W. Tank Car 
 \ ae 16.26 12.46 
Month Ago .. 16.39 12.62 
Year Ago ..... ee kee i 15.26 11.63 


Dealer index is an average of dealer tank wagon prices 
ex tax in 50 cities. 

Tank car index is weighed average of following whole- 
sale markets for regular-grade gasoline, FOB refineries or 
terminals: Okla.; Midwest; W. Penna.; Calif.; N. Y. Har- 
bor; Philadelphia; Jacksonville, Boston and Gulf Coast. 











Regular-grade gasoline was available in tank car lots 
at 9¢, Group 3, for resale, according to reports, while 
material was said to be moving anywhere from 0.25¢ to 
0.5¢ “under published prices, plus transportation,” at 
northern terminals. Third-grade gasoline ranged 0.125¢ 
lower, at 10.375¢, for local shipment in Oklahoma. 

Lubricating oils remained inactive, with no sales or 
price changes reported. One refiner said he was “struggling 
along,” but getting few calls for South Texas oils. 


Central Michigan 


Gasoline Prices Range Lower 


Gasoline prices generally ranged lower in Central Michi- 
gan last week when one refiner withdrew his quotations. 
In some instances, light fuels ranged higher and in others 
lower, because of his move. 

Call for all products showed little change and trading 
between the two holiday weekends was quiet. Refiners 
said there were some inquiries for residual fuel, but they 
were not of a “pressing nature.” These inquiries, never- 
theless, pointed to the fact that heavy grades were firm, 
refiners said. 

Refiners described shipments of light fuels as having 
hit a “steady stride” and these grades no longer were 
being subjected to the downward price pressure expe- 
rienced earlier this season. 

Price ranges for three grades of gasoline were down 
0.25 to 0.375¢ on the highs following refiner’s withdrawal. 
Quotations for 90 oct. premium-grade ranged from 14.5 
to 14.75¢; 86 oct. premium, 14.25 to 14.5¢; and 84 oct. 
regular, 13.5 to 13.75¢. 

Kerosine and range oil prices were up on the lows with 
kerosine quoted at 12.8 to 13.1¢, and range oil, 12.55 
to 12.8¢. 


Gulf Coast 


Holiday Trading Lull Prevails 


Trading at the Gulf was quiet during the short 
Christmas-New Year week, and reports were concerned 
mainly with added offerings of gasoline, and firmer prices 
for heating oils. 

Refinery runs have been cut back substantially at many 
Independent plants, trade sources said. This has helped 
reduce excess supplies of distillates, particularly since 
cold weather started to spur shipments. But many re- 
finers were of the opinion that they were “stuck” with 
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quantities of gasoline that would prove hard to move. 

While no quotations for 87 oct. regular-grade gasoline 
below 11¢ were confirmed, it was said that bids within 
0.25¢ to 0.375¢ of this price would bring out offerings. 
An Independent said he had “tried in vain” to find an 
upriver buyer for 100,000 bbls. of gasoline. A major 
declared that he had in no way reduced his seasonal 
carry-over of gasoline from last Fall. 

On other hand, recent sales of No. 2 fuel did much 
to allay reports that this oil could be “shaded” for prompt 
lifting. Kerosine also was “steadier at 8.875¢” than pre- 
viously, according to reports. 

No changes in quotations were reported. 


LP-Gas Shipments Rise to ‘Normal’ 


Liquefied petroleum gas shipments rose to “normal” 
during recent Middle West cold spell. But “discounts” still 
could be obtained, trade sources said, and some spot 
cars of propane that were held recently for 4¢ could be 
picked up at lower prices the past week. 

According to most sources, both propane and butane 
were available in spot lots at “0.25¢ off” contract prices— 
generally to net 3.75¢ gal. These quantities were not large, 
it was said, but indicated several producers still had sup- 
plies they would like to move. 

“We're a month behind on cold weather,” one source 
commented, adding that without prolonged cold weather 
in Middle West he looks for price weakness in January. 

There was no shortage of tank cars, although return 
of empties was reported slow at some locations. 

Contract price of 4¢ gal. continued unchanged for pro- 
pane and butane shipments, Group 3 basis. 


Tide Water Low in San Francisco Bids 


San Francisco—This city will save $105,000 next year 
on its purchase of about 8,000,000 gal. of gasoline, buying 
it for what is apparently lowest price to any large city or 
corporation in the West in several years. 

Tide Water Associated Oil Co., which holds this year’s 
contract, was low bidder for next year’s business. 

Municipal railway, buying 5,000,000 gals. per year in 
5,000-gal. lots, will pay 12.72¢ ex taxes for regular-grade 
gasoline, compared with 15¢ at present. Other departments, 
using lesser amounts, will pay 13.62¢ compared with 15¢. 


'53 Average Retail ‘Gas’ up 1.13¢ 


New York—Average retail prices of regular-grade motor 
gasoline, exclusive of taxes, for 50 representative U. S. 
cities increased 1.04¢ gal., from 20.24¢ in 1952 to 21.28¢ 
in 1953, according to an API compilation. 

Increase of 0.09¢, from 7.32¢ to 7.41¢, in average U. S. 
gasoline tax rate boosted average cost to motorist, includ- 
ing taxes, by 1.13¢, from 27.56¢ in 1952 to 28.69¢ gal. 
in 1953. 

Average dealer tank wagon price for the 50 cities rose 
0.68¢, from 15.27¢ to 15.95¢, ex taxes. 





Crude Oil Prices 


South Penn cuts Penna. grade crudes 29 to 35¢ 
bbl. (see P. 40). No other changes reported in 
domestic crude prices; for complete price sched- 
ules in U. S. fields, see P. 40-41 of Dec. 30 NPN. 

Creole Petroleum revises prices for two Vene- 
zuelan crudes (see P. 40). 











43 





PRICES 


in effect January 4 at Refineries and Terminals 


Gasoline 

OKLA., Group 3 (Okla. shpt.) 

90 Oct. Prem.. . 12 .375(6)x 
84 Oct. Reg.. 11.375(7)x 


60 Oct. M & below........  10.875-10.875 


Okla., Group 3 (Northern shpt.) 

90 Oct. Prem. (6)12 125-13 .125 
Oct. Reg.... (7)11 . 125-11 .375(3)x 

60 Oct. M & below 10 375-10 .625(3 )x 

Midwestern (Group 3 basis) 


90 Oct. Prem. (3)12. 125-12 875x 
84 Oct. Reg. (6)11.125-11.375x 
60 Oct. M & below 10 375-10 .625x 


N. TEX. (Texas & New Mex. shpt.) 


93 Oct. Prem. 13 .75-14.25 
90 Oct. Prem.. 13-13. 15 (2) 

88 Oct. Prem... . 12.75 
84 Oct. Reg. 11.75-12.7 
82 Oct. Reg. (2)11. 75-12 .25 
60 Oct. M & below *(2)10.75-11.8 


W. TEX. (Texas & New Mex. shpt.) 
93 Oct. Prem. 

90 Oct. Prem. 

88 Oct. Prem. 

84 Oct. Reg. 

60 Oct. M & below 


13.5 
13-13 .75 

13 
11.75-12 .25 
11 .25-11.5 


E. TEX. (Truck transport lots) 
93 Oct. Prem. 

90 Oct. Prem. 

88 Oct. Prem. 

84 Oct. Reg. 

82 Oct. Reg. 

60 Oct. M & below 


13.5 
13-13 .75 
13 
(2)11. 75-12 .25 


11.75-12 
(2)11-11.125 


CENT. W. TEX. (Truck transport lots) 


90 Oct. Prem. 13 
82 Oct. Reg. 11.75 
60 Oct. M & below ll 


ARK. (For shipment to Ark. & La.) 


90 Oct. Prem. 12.75 
80 Oct. Reg. 11.5 
60 Oct. M & below 10.375 


KANSAS (For Kansas destinations only) 


90 Oct. Prem 12 .25-12 .625 
88 Oct. Prem. 1225-13 .375 
84 Oct. Reg. 11.125-11.75 
82 Oct. Reg 11 .125-12 375 


60 Oct. M & below 10. 38-11 .625 
WESTERN PENNA. 

Bradford-Warren: 

92 Oct. Prem 15 .15-16.65 
86 Oct. Reg. 14.15(2) 
Oil City: 

92 Oct. Prem. 14.75-15.5 
86 Oct. Reg. 13.75-14.15 
Pittsburgh: 

92 Oct. Prem. 15.5 
86 Oct. Reg. 13.95 


Ohio—Quotations of S.O. Ohio for delivery to 
Ohio points: 


86 Oct. Reg. 14.3 


CENTRAL MICHIGAN 
(FOB Central Michigan refineries 


90 Oct. Prem. (2)14.5-14 75(2 
86 Oct. Prem. “14.5 

84 Oct. Reg. (2)13 .56-13 .75(2) 
82 Oct. Reg. 13.25 





Prices herewith are reproduced from Platt’s 
Price Service, associated with National Petroleum 
resentatives in all NPN-OILGRAM offices devote their time exclusively 


to reporting oil industry prices everywhere 


Prices shown in tables are sales prices or quotations or general offers 
or posted prices by refiners, by pipeline terminal 
tanker terminal operators; for current sales and shipments; for the busi- 


except Tank Wagon prices, prices are for 
bulk lots such as tank car, truck transport, barge; 


ness day or period stated; 


barges or cargoes or truck transport lots only, 
fineries or terminals; in cents per gal., except 


shown; wax and petrolatums in cents per pound, 


for crude oil anc 
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OILGRAM Daily Oil 


CALIFORNIA 

Los Angeles Dist.: 

90 Oct. Prem.. . (2)14.1-18.1 
80 Oct. Reg..... (2)13.1-15 .6(2) 


San Francisco Dist.: 


90 Oct. Prem.. 17 .85-18 .6 
80 Oct. Reg. : . 15 .85-16.1 
San Joaquin Valley Dist.: 

90 Oct. Prem.. 17 .85-18 .6 
80 Oct. Reg... 1585-16 .1 


Kerosine, Gas & Fuel Oils 


OKLA., Group 3 (Okla. shpt.) 
41-43 w.w. 


8 875-9 25 
42-44 w.w.. 8 .875-9.5 
Range oil 8 875-9 25 
58 & above D.1. Diese! (2)8 .625-9 .375 
No. 1 fuel. . 8 625-8 .875(5) 
No. 2 fuel 8-9 
No. 3 fuel 8(2) 
No. 6 fuel (4)$1 50-2 .00 
OKLA., Group 3 (Northern shpt.) 
41-43 w.w. ; (5)8 875-9 25 
42-44 w.w. (5)8 875-9 .375 
Range oil 8 625-9 
58 & above D.I. Diesel (3)8 .625-9 375 
No. 1 fuel ; (5)8 625-8 875(2) 
No. 2 fuel ‘ (6)8-8 .25 
No. 3 fuel (2)7.75-8 
No. 6 fuel ‘ (5)$1 50-1 60 
MIDWESTERN (Group 3 basis) 
41-43 w.w. (3)8 875-9 25 
42-44 w.w.. (4)8 875-9 25 
58 & above D.1. Diesel (2)8 .625-8 .875(2) 
No. 1 fuel . (5)8 .625-8 875 
No. 2 fuel (5)8-8 . 125 
No. 6 fuel $1.50(3) 
N. TEX. (Texas & New Mex. shpt.) 
41-43 ww. 9 .2-10(2) 
42-44 5 
58 & shove D.1. Diesel (2)9-9 .75(2) 
No. 6 fuel x(2)$1.50-1.75 


W. TEX. (Texas & New Mex. shpt.) 


41-43 w.w. 9.25 
42-44 w.w. 9.75-10.75 
No. 1 fuel 9 .25-10 25 


No. 2 fuel : (2)9 25-9 .5 
No. 6 fuel ah $1 .65-1.90 


E. TEX. (Truck transport lots) 


41- yo pang 9 .5-9 .75(2) 
42-4 (2)9 5-9.6 

58 5; above D.1. Diesel 8.75-9.75 
No. 1 fuel 9.625 
No. 6 fuel (3)$1 50-1 .60(2) 


CENT. W. TEX. (Truck transport lots) 


41-43 w.w 9.5 
58 & above D.1. Diesel 9.25 
No. 2 fuel 8.5 
No. 6 fuel. $1.65 


KANSAS (For Kansas destinations only ) 


42-44 w.w. 9.125-10 25 
52 & below D.I1. Diesel 8 875-9 625 
58 & above D.I. Diesel 8 875-9 .375 
No. 1 fuel 8 625-10 

No. 2 fuel 8-9 625 
No. 5 fuel $2 00-2 25 
No. 6 fuel $1 .55-1.75 


News, whose rep- and at times all 


regular customers 
operators, and by 


Service invoice. 


publishine office, 


not for resale or 


Gasoline ratings are 
ratings, except where letter M is used to indicate that octane rating is 
by ASTM Motor Method. For further details of price conditions a ? 
prices applying to to any NPN. OILGRAM office or see back of any OILGRAM Price 
so designated; FOB re- 

r bbl. where $ sign is 
ex all fees and taxes; 
its products lawfully produced and transported; re- 
ported as received by OJLGRAM and National Petroleum News but not 


OILGRAM Price Service, 330 W. 42nd St., New York 36, N 
guaranteed; for subscribers’ private use only and Ss 


Subscription rate in U. 


ARK. (For shipment to Ark. & La.) 


42-44 w.w.. 9.375 
Tractor fuel. 10.25 
52 & below D.1. Diesel. 9 

58 & above D.1. Diesel. 9 375 
Ne. 3 fee......... 6.5 
No. 3 fuel. . 8.125 
No. 4 fuel. . $2.25 
No. 5 fuel. $2.05 
No. 6 fuel... $1.90 
WESTERN PENNA. 

Bradford-Warren: 

Kerosine.... . (3)11.25-11.55 
55 cetane Diesel. 11(2) 
No. 2 fuel.. (2)10 .75-11 25 
No. 3 fuel... . (2)10 75-11 .05 
36-40 gravity fuel 10 .5-10.85 
Oil City: 

Kerosine 11.5-11.65 
50 cetane Diesel. 10.75 
Pee. 3 ROM... ws 6 (2)11-11.15 
No. 2 fuel. . ae (3)10.75-11.05 
No. 3 fuel. . 10.75 
36-40 gravity fuel 10.75 
Pittsburgh: 

Kerosine 114-11 65 
50 cetane Diesel 10.9 
No. 1 fuel. 11.4 
No. 2 fuel (2)10.4-11.1 
36-40 gravity fuel 10 .5-11 
CENTRAL MICHIGAN 

(FOB Central Michigan refineries. ) 

Range oil. 12 55-12 .8(2 
46-49 w.w. kero. (2)12.8-13.1 
P. W. distillate 12.3-12.8 
No. 2 fuel (2)11 5-11.83 
No. 3 fuel 11. 175-11 .3x 
U. G. L. gas oil (2)3 25-10 

No. 5 fuel (2)7 .25-8 .25(2 
No. 6 fuel (2)7-7 .75 


OHIO— Quotations of 8.0. Ohio for delivery 
Ohio points: 


o 


Kerosine 12.5 
No. 1 fuel.. 12.3 
No. 2 fuel 11.3 
Diesel (Light & Med.) 12 3 


CALIFORNIA 
Son Joaquin Valley Dist.: 


40-43 w.w. 14.4-14 8 
Heavy fuel (PS 400) $2 .05-2.15 
Light fuel (PS 300 $2.35(2) 
Diesel fuel (PS 200 12.2-13.3 
Stove dist. (PS 100) 13 .7-14.8 


San Francisco Dist.: 


40-43 w.w. 14. 3-14.8 
Heavy fuel (PS 400) $2.05-2.15 
Light fuel (PS 300) $2 .35(2) 
Diesel fuel (PS 200 12.2-13.3 
Stove dist. (PS 100 13 .7-14.8 
Los Angeles Dist.: 

40-43 w.w.. (2)13 .8-14.2 
Heavy fuel (PS 400 $1 .80-2.10 
Light fuel (PS 300 $2 .25-2 .30(2) 
Diesel fuel (PS 200) 10 .25-13 .2 
Stove dist. (PS 100 10.5-14.7 


Natural Gasoline 


(Group 3 & Breckenridge prices are to blenders 
on freight basis shown below. Shipments may 
originate in any Mid-Continent manufacturing 
district.) 

FOB GROUP 3 

Grade 26-70 5.5 (Quotations 


FOR BRECKENRIDGE 


Grade 26-70 5 (Quotations) 


distribution or publication. During period of short supply, some sellers 


withhold quotations to new customers or the 


posting of firm prices but give OILGRAM the prices they otherwise 
would quote to the trade in general and which they confine to their 


and such prices ——— in the price tables. 
ASTM Research ethod and are minimum 


ply 


For complete price service delivered daily from nearest OJ/LGRAM 


fork, Chicago and Houston, acdreye Platt’s 
Y. Annual 
: $150 per year, "payable in advance 
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Naphthas & Solvents 
gee Group 3) 
Cleaners ithe 





12 .375(3) 
12 .875(2) 
V.M.&P. naphtha 12 .875(4) 
11.875(4) 
Rubber solvent aa 12 .875(8) 
Lacquer di ....(2)18. 125-13 .375 
Benzo] diluen ..f2)14. 125-14 625 
WESTERN PENNA 
Oil City: 
Stoddard solvent... . ies 16 
Pittsburgh: 
Stoddard solvent............ 16(3) 


OHIO—Quotations of S.O0. Ohio for delivery 
to Ohio points: 


vas. na ~yy pie A asiaieire © 18.0 
Min & stoddard 
COWAEECOCeéCcecece 17.0 

Rubber : ete ane ve mwe ads 15.875 
£. TEXAS (Truck Trnspt. lots) 
Stoddard solvent............ 12.25 
CENT. W. TEX. (Truck Trnspt. lots) 
Stoddard solvent............ 11.5 
KANSAS (For Kans., Dest'n. only) 
Stoddard solvent. . an 12.6 
ATLANTIC COAST 

V.M.&P. Mineral 

Naphtha Spirits 
New York Harbor. 18(4) 17(6) 
Philadelphia. 17 .5(4) 16 6(5) 
Baltimore... .. 16 .6(3) 
Boston... . 18 .5(4) 17 .6(5) 
Providence 17 .5(5) 
Petrolatums 


WESTERN PENNA. 


(Bbis., carloads; tank car, 1 to 1.5¢ less) 
Snow white... 7125-7 .75 


Soft white... 6.75-7 375(2) 
Lily white. . Sen 6 .625-7 25 
Cream...... 6 .125-6 .75(2) 
Soft yellow. 6 .25-5 .75 
Light amber 5 .25-65.5 
Amber... 5-5 .5 

DS ai we 4 76-5 375 


Lubricating Oils 


WESTERN PENNA. 
Prices are for sales made, or offers reliably re 
ported, to jobbers & compounders only. 


Viscous Neutrals—No. cm owe 
Vis. (180 at 100°) 420-425 fi 


10 p.t.. 24.5 
chs ose < 23.5 
25 p.t.. (2)22-23 
150 Vis. (143 at 100° ) 400-405 fi. 
10 p.t.. 21.5 
165 p.t.. 20.5 
25 p.t... ee . (2)19-20(2) 
Bright Stocks 
145-155 vis. at 210°, 540-550 fi. No. 8 col. 
ess he os a 20.5 
26 pt...... ee 19.5 
CB Bihices <<. ; (2)18-19(2) 
Cylinder Stocks 
600 s.r. filter a bl. (2)13 .5-14 
@P.... (2)15 .56-16 

600 flash....... : (2)17-19 
680 flash... .. 20(2) 
MIDCONTINENT LUBES 
FOB Tulsa basis, for domestic mage om 
Bright Stocks, vis. at 210° Neutrals, vis. 
100°, 0-10 p. p. 
Neutral Oile—Conventional 
Pale Oils Col. 

vis. S.. 12.75 
86-110 vis. 3. 
160 vis. 3.. 13.75 
180 vis. 3 14 
200 vis. 3. 14.25 
250 vis. 8.. 14.5 
280 vis. Dovup <ibqeese 14.75 
300 vis. 3 15.25 
January 6 


Bright Stock—-Conventional Neutral Oile— Vis. at 100°; 95 v.i.; 0-10 p.t. 


200 vis. D: 100 vis....... 13 .15-14.5 
10-25 p.p. x22 200 vis.... 14.75-15 .5 
150-160 vis. D: 300 vis...... 15 .25-17 
0-10 p.p x19-20.5 500 vis...... (2)17-18 5 
10-25 p.p. x18 .5-20.5 
120 vis. b: SOUTH TEXAS LUBES 
— nam (Via. at 100° F. FOB 8. Tex. refineries tor do 
or export 
Bright Stock—Solvent wines: 
150-160 vis. 0-10 p.p., 
95 v.i... «(2)21-24 PALE OILS: 
Vis. Color 
N ls—s 95 v.i.) 100 lm-2m (2)11-12.25(4 
pr ng corteniag’: (2)16-17 200 2-3... (2)12.5-18 .75(4) 
200-210 vis......... (2)16 25-17 25 300 3-3 (2)13 .6-14.75(4) 
x. Peet 16 75-17 .75 500 2m-3m (2)14.5-15 .75(4) 
gts oe : 750 3-4 (2)15 5-16 .75(4) 
2200 «= 3-4. (2)16 25-17 .75(3) 
Cylinder Stocks 1000 4... (2)17-18 .75(3) 
600 s.r., olive green......... 15.6 
RED OILS: 
GULF COAST—Solvent Refined Labes. Vis. Color ven 
From Mid-Continent grade crude. Prices FOB 100 5-6 (2)11-1 (3) 
export. 200 «=5-6 (2)12 5-13 .75(4) 
Se 300 5-6 (2)13 .56-14.75(4) 
500 =: -6.. (2)14 5-15 .75(4) 
Bright stock—Vis. at 2,0° 750 5-6. (2)\15 5-16. 75(4) 
150-160 vis., 0-10 test, 1200 5-6... (2)16 25-17 75(3) 
95 v.i. a (2)19-22 5 2000 «45-6 (2)17-18 .75(3) 











by ty SCULLY SIGNAL COMPANY 
customer tanks 


174 Green Street nd 
_Melrose 76, Mass. tank LOD A 
Canadian Licensee: EMPIRE BRASS MFG. CO, LTD, Toronto, Ontario 








Marketer of Petroleum Products 
NEW ENGLAND PETROLEUM CORPORATION 


New York Boston 














QOPERATION UNITED was founded over 50 years 


ago with the aid of jobbers. Since then 
independent jobbers and marketers, who want the best 
in 100% Pure Pennsylvania Lubricating Oils, have been 
UNITED ’s chief customers. The teamwork resulting from 
this close relationship has brought ever increasing ben- 
efits to UNITED’s jobber and marketer customers every- 


where. As a jobber you owe it to yourself to find out today 
how UNITED can help you. 





Write for free, illustrated book, “A Story of Progress” 





THE woro's Fined. .100% PURE PENNSYLVANIA OIL 










MEMBER 0.G.C.O.A PERMIT No. 26 


UNITED REFINING COMPANY, WARREN, PA. 
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PRICES in effect January 4 at Refineries and Terminals—Cont. 


LPG Prices 


(of FOB refineries, in cents per gal. 
cars or trensport trucks) 


Industrial 
Propane 
8 75 

8 .5(8) 


4-4 875 
7.5 


WESTERN PENNA. (T.C., in Bulk) 


White Crude Scale: 


SED, ccacseeveses 5(4 
124-126 A.m.p. 5(4 


SEABOARD 

Melting points are AMP. 8° higher i os _— 
Prices are for carload lots. Domestic 
FOB refinery; scale in bags or bbis.; calmed, 
slabs loose. Export prices are FAS; scale in bags 
or bbis., fully refined in bags or cartons. 


Crude Scale N. Y¥. Domestic N. Y. Export 
124-126 white. .. .(2)6.6 (2)6 .25-6 .6(2) 


Et 
as 
Bs 


Sos SS 
4 

& Re 
i) 


a: & 

Ses 
8 

© 00 00 GS 00 00 Go 


: BRS 


Ss 
Qe 


sBawe: oan 
8 


8 


Chicago District Prices 


Prices to jobbers & distributors in tank car 
gotier truck tra: lots FOB refineries, pi 
line terminals and inland waterway barge a 
Motor Gasoline 
18 .56-14.85 
12 .5-18 .35 
Light Fuel Oils 
Denge oil 10 .875-11.3 
No. 2 fuel (4)10-10 .25(2) 
Heavy Fuel Oils 
No. 5, low sulfur 
No. 5, high sulfur 


No. 6, low sulfur 
No. 6, high sulfur 


Mexican Bunker Prices 


U. S. DOLLARS PER BBL. OF 159 LITERS 
Bunker C Diesel 
(Ships Bunkers) 
Mexican Gulf 
Tampico......... $1.95 $3.75 
1.95 ease 
1.95 3.75 
Pacific Coast 
$2.60 $5 65 
2.60 4.75 
2.60 4.76 


Pacific Coast 
(In Ships’ Diesel Bunker C 
Fuel 
(P.S. 400) 
San Pedro, Calif $4 .20(5) $1 .80(5) 
San Francisco. ... 4.41(4) 1 85(4) 


Portland, Ore... .. 4.62(4) 2.10(4) 
Seattle, Wash... .. 4.62(4) 2.10(4) 


46 


Atlantic & Gulf Coasts 


Prices are of refiners, FOB their refineries & tanker terminals and of tenker terminal operators. FOB thet) 
terminals. Ships’ bunkers prices are exclusive of eae 
86 Oct. a 
District Ganiine cab No T Fuel (*) No. 2 Fuel (*) 
yore, PY 10. ene 


14.8(6) set 
(2)12.9-14.8 i2:7 
12.8 





i1.8 
14.7(8) i3:7 
126-18 .25 vane 
11.5-12.5 


(2)12 .25-12.3 
(2)12-12.3 
13 .4(7) 





9 .625-9 .75 
11.8(11) 
4. eee 11.8 
(2)14.6-15.4 13.1(8) cece 11.1(4) 
16 .3-16.9 (3)14 5 TP 10 6(8) 
14.4 12.4 : (2)10 3-10 .33(2) 
14.3 12.3 eves 9-10.3 
13 .8-15 .6 12.6-13.2 
14.7 13 .2(2) 





— 
ow 





15 .8-16.8 14.1-14.8 


(2)14.9-15.7 
16 .6-17.3 
16 .5-17.2 


ee 
wsooee|o 





14.4-15.7 (2)13 .1-13 .4(4) ote 11.8(7) 10 .65(7) 
14.2-15.6 12 .9-13 .3(5) wenn 11.7(8) 10.55(5) 


18 4-15 .35(2) 12.4-13 .85 ‘ 11(7) 10.2(7) 


Gas House rf Light Diesel 
Gas Oils hore Plants Ships’ Bunkers Heavy Diesel 
(*) No. 4 Fuel te cet., 55 d.i.) (45 cet., 45 d.i.) Ships’ 7 Wanibeve 


9.6 (10)$3 .22-3.78 ; : $4.18(4) 
--+, (10)8.19-8. : 
0 3 10 eee 














2.9916) 1008) 


$.21( 





8 : 
2.80 ’ 4.473(5) 
eee 10 .55(6) 4.429-4 .431(4) 


10 .8(2) 4.30(3) 


No. 6 Fuel 
No. 6 Fuel No Sulfur No. 6 Fuel 
No Sulfur Guarantee Max. 1, % Sulfur Shi 
Guarantee Barges Sulfur Barges Bunkers 
N. = Harbor. . > tome $2 .25(15) (2)$2 .85-2 .43 P d $2 .25(10) 


2.25 (6) 2 .25(4) 2.48 ' 2 .25(4) 








2.43 
wr a. 00 
2.21(6) 
2.18 
2.08 


i) 
tJ 
So 
= 
oe 
— 


2.20(3) 
(3)1 .95-2 .10 
: 95(11) 





ee wlo 
aan 
Ba 





oe 
—] 
Aaa 
wone 
-——~ 


BS Wes 


—~i— oI. 


82 
cs 
SBE% 
22 
Ss 


i 





Rigeess 


2.43(5) 2.40(5) 


— 
a 





So Bm 
SAS we 


244-2 54 2.41 





3/88 
> BMISBaR 


00 00] po 09 NO PY) DONO Y/ PONS IO | 
Po b~4 


toro] poroneto)- nono 
RE BSR ee): 
ae 

£9 po] nob nO Nd] 09RD H+ BD 


a 
oe 
nn 


Ay Senate | Coast refineries and terminals south ot Maryland, aie at > neil prices of some sellers 
are 0.15c higher than prices shown above. 
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Gulf Coast—Cargoes, Domestic & 


refiners, export agents, or tanker terminal 
the ounber of companies quoting that price. 


Casge peians aso FOB che of U. 8. Gulf, extetenany of SAS50 Bhte. and exo by seine enly to ctnsr 
operators. The figure in theses afver each price indicates 


Aviation Gasoline (MIL-F-5572) 


19.75 
18 .26 
17.26 


9 .5-9.75(2) 


18 .25(4)-18 .875-18 .625 


ia. 6-12. boy A tie ote 25 
12- (2)-12 .875-12.5 
ll- iT Pav d iEG18G) 
88 Oct. Regular. .10. 625-10. 76-11 .25(2)-11. 
79 Oct. 10 .25-10 .875-10 .75-11-11. 135 
70-72 Oct. Leaded.......9.75-10-10 .5(2)-10.75 


_— East Crude Prices 


Export, All Ports 
paren 


Kerosine & Light Fuels 


41-43 w.w. Kerosi 
8 .875-9-9. "125-9. 25-9 .5-9 .625:3)-9 .75(2) 
No. 2 Fuel.. .8.125-8 .25-8 .5(8)-8 625(8)-8 .75(8) 


Diesel & Gas Oils 
8 26-8 .75(3) 
48-652 Diesel Index........... 8 .25-8 .5-8 .875 (3) 
8 .875-9(3) 


No. 6 Fuel, 0-10 p.t..........0.0005- $2 .60-2 .65 
Bunker “C” Fuel... .$1.85(8)-$1 .90-$1 .95-$2 .00 


bbl. of 42 U. S. gals., exclusive of local port or other governmental charges, sales taxes, 
wei pa : FOB loading port indicated, for gravities shown; 2c per bbl. differential per degree of gravity 


ies for gravities below and above those shown). 


Persian Gulf 


Company 


Esso Export 
E. Crude Sales 


=, ad 


Gravity 
36-86 .9 t 
34-84.9 


ee 


fii 


yarent 


yo 
Shell Petroleum 
Socony-Vacuum* 


a3 


BORO RO HONORS EDR BORO ED RD Re et Pt tt tet tt 


Esso Ex 

M. E. Crude Sales 
Socony-Vacuum* 
Anglo-Iranian 


xport 
Shell Petroleum 
Socony-Vacuum* 
*Socony-Vacuum Overseas Supply Co. 


HEtaEE 


s 
g 


Venezuelan Crude Prices 


f Prices are of Creole Petroleum Corp. for sale and/or purchase of cargo-lo 
terminals at ports named, and are — . B, to crude availability and company’s 
per degree of gravity a a for gravities below and above those 
regardless of gravity. Price a 
at time vessel tenders for loading. For purchases made in fields, 


su 
with —T being made for terminaling and Ripe line services in accordance with published tariffs. 


differential 
Heavy for whieh price shown applies 


Purchases by Creole not subject to contracts with 
by schedule shown below less 1c per bbl. 


Gravity Api 


y= 80.29 0980.09 69 600910 8080 nO 
SERVSSRSSSLSSaa 


Aviation Gasoline Prices 


a 


SRSRNNSSSSSES 


Price 
$/Barrel 


Loading Port 

Ras Tanura, Saudi Arabia 
Ras Tanura, Saudi Arabia 
Ras Tanura, Saudi Arabia 
Fao, Iraq 

Fao, Iraq 

re ne 
Mina-al-Ahmadi, Kuwait 
Mina-al-Ahmadi, Kuwait 


Effective Date 























t quantities FOB deepwater 
shown Wie Lopunilies 

» except for as 
applicable for each is that in effect 
ces shown are basis for such 


enezuelan government are made at prices established 
Effective 


Date 
June 23, 1953 


FOB 
Las Piedras or Amuay 


Jan. 1 * 1954 


(Prices are for tank cars, barges or truck transport lots; aviation gasoline meet specifications MIL-F- 


6572, unless otherwise noted.) 


Grade 100/130 





17.4 
15 4c) 
12.7 
11.95(8) 
11.45(4) 
8.85 (2) 


Grade 91/96 G 
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DEEP ROCK OIL CORPORATION 


KLA 





HARTOL 


PETROLEUM CORPORATION 
INDEPENDENT MARKETERS 


Maine to South Carolina 


FIFTH AVENUE NEW YORK 20. NY 





BARKOW PETROLEUM CO. 
-Blending—Canning 
ele} i SRelomn 1) mm Pade) Of 
Richmond—Seettie 
P. O. Box 335, Point Station 
RICHMOND, CALIF 


Barrelling- 














This Is Your 


Market Place! 
Write today for Advertising 


NATIONAL PETROLEUM NEWS 
330 West 42nd Street 
New York 36, N. Y. 














PRICES in effect January 4—Tank Wagon 


Prices for gasoline do not include taxes; they 


mspection fees as shown in next column. 
taxes as indicated in footnotes. 
Discount, if any, are shown in footnotes. These 
offices, but subject to later correction. 
Atlantic Atlantic, 

Refining (Remular Grade) 


T.W. Taxes T.W. 


6 

15 
15 

15 





Williamsport 
Wilmington, 
Del ‘ 


nn N.Y. 
Binghamton. 





o = & Ree eAwr~DAeOMNS BH DB MHROMDOUAIMOS 
an. ae So» 
CerHmonwe: -- 


> = & Deere rurarones 2D DA THRevnoUnnwo 


a 2 * AROASOMBBOwWSR OR © ATH 


16.1 15.7 
- ++ -Kx9.9 xx12.9 


CS © © AAMAQQaaTaar 2M A A AAAIAIAA 
co eo & & SeeeseeeoSeSSSS Co SO SO: SSoSeSeSSSSO 


Miami. 


Mineral Spirits V.M.&aP. 
T.W. 
20.0 
23.0 


Add le for deliveries of 100-299 
ob. 2e for less than 100 gals. 
ineral Spirits pri 


—4 
Effective Dates: x Dec. 23, xx Dec. 29. 


(N. B. Prices Continental!’ 
> a 1 tank-wagon grlees, ¢ Sea eee ee 


Conoco Dema 
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Discounts: 
eceniies Lake City and Pig Falls gasoline an 
erosine prices apply for del 
Seo gals.; 200-399 a 
and over, deduct 1 


Notes: 


T. W. prices are to consumers and dealers. 
= ad tae gasoline t.w. prices 2.3¢ above 
regular. 
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Gasoline taxes, 
separate column, include 2c federal and state taxes; also city and county Ala, 
Kerosine tank wagon prices also do 
not include taxes; kerosine tares where levied are int.cated in ey s. 
prices in effect Jan. 4, 
1954, as posted by principal mar’et:ng companies at their headquarters’ 


do, however, include 
sheen in 


Nev. 1/20c; N. C. 
1/40c; Tenn. 2/Sc; 


Standard of .CHEVRON 
California Repgter) Ans /81 Gano- 


—e 
oo 





Honolulu, T.H 
— Alaska 
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Standard Standard 
Diesel Standard Stove 
Kerosine Fucl Furnace il 
ror OuUuT.T. T.T. 
(400 gals. & over) (ex all taxes) 


Honolulu. . . . 
Fairbanks... . 


= 
DAWOIHKH AHH AwDODe 
> Gu ON be 02-360 co Or ore 3 


Taxes: 


Boise—8ec gas tax applies to motor fuel only : 
avgas taxes are 2c federal, 2.5¢ state. 

Salt Lake—T7e gas tax applies to motor fuel 
only ; avgas taxes are 2c federal, 4c state. 

Honolulu—8.5¢ gas tax applies to motor fuel 
only; aveas taxes are 2c federal, 3.5¢ terri- 
torial. Standard Diesel/furnace oi! price is ex 
le territorial liquid fuels tax. All T.T. prices 
are ex Hawaiian gross income tax of 1% to 
resellers, 2.5% to consumers. 


Notes: 


Gasoline—For other deliveries of Chevron 
(Regular) and Chevron Aviation 80/87, add to 


Is Is. ; 
05e for 200-399 gals., except for daifverten to 
Marine trade in Alaska (excluding Chevron 
Aviation y <i where 0.5¢ differential applies 
to 40-399 gal. delivery; for less than 40 gals. 
add 5.0¢ gal.; except at Honolulu add 5.0¢ for 
less than 40 gals. to Marine trade and less 
than 100 gals. to Shoreside trade. Prices for 
Chevron Aviation 80/87 at Salt ws oe > 


gals.-and-over price, except at Honolulu, add 

5.0c gal. for less than 40 gals. (Marine) and 

less than 100 =. (Shoreside). Add to Chev- 

ron A 80/87 ty pH A Prices, 

2.00 for 91/98, 5.0c for 100/130 and 8.0¢ for 
Kerosine—T.T. prices, except at 

of 400 gals. & over. 


; deduct 1 
Fy truck price is for minimum 
deliveries. 
tandard & Standard 
liveries of 400 
veries: 40-199 
gals., add 0.5c; less 


*Standard No. 2 Burner Oil. 
Humble 


Humble Gasoline Gaso- Kerosine 
Oil Regular line Tank Re- 
T.W. Retail Taxes Wagon tail 

6.0 18.3 917.5 

13.3 17.5 

0 18.3 17.5 

18.38 17.5 


T.W. prices are to all classes of dealers and 
consumers. 


Premium-grade gasoline t.w. prices 2¢ above 
regular. 


Inspection fees per gal., 
unless otherwise specified, are as follows: 
1/40c on gas’ mane Ae 
2/25e; Kans. 1/100c; 


included in both gasoline and kerosine prices, 


1/20c; Fla. 1/8c; Il. 


3/100c; Ind. 
; Minn. 5/200c; 


Mo. 1/25¢: Neh. 2/100c; 


: x i 1/20c; Okla. 2/25c; S. C. 1/8c; S. D. 
and Wisc. 3/100c. 
Kerosine inspection fees only: Ala. 1/2c; Iowa 1/50c; Mich. 1/Se. 


Faso Gasoline 
(Regular Grade) 
Gasoline 
Cons. Die. 
. T 


Esso 
Standard 


=) 
s 
a 
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Atlantic City, N. J.. : 


: Bee Conne-awo 
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Little Rock, Ark. . 16. 15 
Naphthas T.W. & Steel Bhis. 
Newark N. J. Min Spirits V.M.&P. 
3,600 gals. & over 18.0 19.5 
eh eee 25.5 
Baltimore, Md. 
3,600 gals. & over 
Steel bhis._ . 
Weiomen. D. Cc. 


26 
FUEL OILS“. Ww. 
ao} lind We. 6 No.6 
Atlantic City, N. J... 13.9 129 
8 + $ Rg * 4 $2 “fds 


1% 5 4.08 3 8 





GES GR 


18.5 
—, ia. kerosine priees do net in- 
clude ic state tax. 
Notes: ne No. 1—Atlantic City prices are 
for deliveries of 300 gals. or more: add le for 
100-299 gals. 2c for less than 100 gals. 

No. 6—Washington price is for min. delivery 
of 1,050 gals.: for min. delivery of 2,500 gals. 
price is $2. 83 per bbl. 


Premium-erade gasoline t.w. prices 2.5¢ above 


(Prices are per imperial gal. ; te 
arrive at price per U. S. gal.. 
imperial + Fen) 
oil (Faso Gasoline 
Regular Grade) 
Dealer Gasoline 
T.W. Taxes 
St. John’s Nfld... 23.8 14.0 


15.0 
13.0 
13.0 
13.0 
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Notes: Premium-grade aie t.w. prices 2¢ 
above regular. 
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“new DX dealer service plan 
helps you stop profit leaks” 


4 Aids to Better Business 
Management in D-X Program 


It takes better products like D-X to do a better 

service station business, we all know that. But, 

a practical, business management plan — set down 

in black and white —is important, too. That’s why 

you'll be glad to hear about the comprehensive D-X 

Dealer Service Plan, and especially the easier-to-use better 
business management analysis which gives you all these 
tools to control what happens to your station’s earnings: 


1. D-X Sales and Profit Record System 

2. D-X Credit Protection 

3. Quota Sheets — Expense Budgets 

4. Personal Counsel in Station Bookkeeping, Management 
Do You Need this kind of a program at your service 

station? Most of the dealers we contact do. Why 


not learn more about the new D-X Dealer Service 
Plan now? Mail the coupon below today. 


EXTRA BENEFITS FOR YOU AS A D-X DEALER 


Company Cooperation — Mid-Continent knows that 
if you succeed, we’re going to succeed. That’s why 
D-X al ks to hel ; 
tate ee Mid-Continent Petroleum Corporation 


Box 381, Tulsa, Oklahoma 


I live in the Midwest and want more information 

D-X about the D-X Dealer Service Plan. Please have a 
D-X representative call on me soon. I understand 
this does not obligate me in any way. 


MID-CONTINENT PETROLEUM CORPORATION Address 


TULSA, OKLA. 


Waterloo, la. Terre Haute, ind. Omaha, Nebr. 
Chicago, Ill. Minneapolis, Minn. 
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PRICES in effect January 4—Tank Wagon—Cont. 


Secony Vacuum 
Mobilgas Aircraft 
Grade Grade Grade Mobilgas (Regular Grade) 
Gasoline 80 91 100 «Cons. Dir. Cons. Dir. Mobil Kerosine 
Taxes T.W. T.W. T.W. T.C. T.C. T.W. T.W. T.C. Yard T.W. T.c, 


14.5 eee ‘ ° 
1 


4.7 
14.5 
14.5 
14.3 
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New York City: 
Manh 
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16.3 


ee et et et et 
. ee et et et et et et 
+ ©o- OK NRKOFrrro 


— 


. —e ° 
+ COMCO: OF KwR HH 


16.4 
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Buffalo N, Y. City Rochester Syracuse Recen 1 Providence 
19.5 18.0 20.5 22.0 19.0 20.0 19.5 
21.5 19.5 22.5 23.5 20.5 21.5 215 
Taxes: N.Y.C. prices are ex 3% city sales tax, Syracuse prices ex 2% city sales tax, applicable to price of rasoline (ex tax). 
Discounts: Mobil Kerosine—New York City (all boroughs) and Mt. Vernon, tank — less 0.5¢ for deliveries of 300 gals. or more. 
Mobilfuel Diesel—All points, tank wagon less 0.5¢ for deliveries of 800 gals. or 


Mobilheat—New York City (all boroughs) and Mt. Vernon, tank wagon less 0.5¢ Die. deliveries of 300 gal. or more. 
Notes: Jamestown T.C. prices are delivered prices, all other T.C. prices are FOB bulk terminals. 


Ohio Standard 


14. 
Burlington, Vt 15. 


Rutland 
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11.6 11.6 
12.0 
H 


Sohio X-Tane Gasoline 
Aviation Gas.-Cons. T.W. (Regular Grade) Naphtha & Solvents—Cons. T.W. 
Sehio Sehio Sohio Con- Re- .R. D.C. V.M.&P. io 
Avia. Avia. sumer _§sell- Sel- Naph- Naph- Varno- Sol- Kerosine No.1 
91 T.W s.s. tha tha lene vent T.W. hio- 


Heat 
; 18.9 
24.75 


2 


Youngstown 

Zanesville ; 

tay See sponte can purchase aviation gasoline less de per gal. State Road Tax by supporting purchase with ‘State Tax Exemption Form 
- supplier 

Discounts: Sohio Aviation—on contract to hangar operators and resellers, 2c off consumer t.w. 

Notes: Kerosine, Nos. 1 and 2 Fuels—Prices ray for 100 gals. or more, 50 to 99 gals. add ic per gal., 1-49 gals. add 2c 


——- - i peatemttiects and drum prices are for deliveries of 500 gals. or more. For other deliveries : 150-498" pn oa 2c; less than 150 
gals., 


Premium-grade gasoline t.w. prices 2¢ above regular; third-grade prices same as regular unless otherwise noted; s.s. prices are at company operated stations. 
xEffective Dec. 23. 


Indiana Standard 


Tank wagon prices listed below were obtained by NPN correspondents who visited Standard 
of Indiana bulk plants where the company’s prices are publicly posted. 


Red C ———— Stanolex Furnace Oi]———————_- 
Glee. Grade) Gore Kers- 100 100- 100- 175- 350 850 Kentucky 


Sons. Dir. line sine 1-99 gals. 175 349 849 gals. gals. Standard 
T.W. Taxes ¥ W. gals. A&over gals. gals. gals. & over & over 
6.3 7.0 16.3 ea die CO ttt 


23. 
0 23. 
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0 23. 
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ie Birmingham, Ala.. 
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Fuel Oile—T.W.—Chicago, Il. Texas Fire-Chief Gasoline 
Standard Stanolex (Regular Grade) Kerosine 
Heater Oil Furnace Oil Co. Dealer Gasoline 
15.3 T.W. Taxes T.W. 


a 
So 
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i438 
13.8 
Stanolex Stanolex 
Fuel A Fuel C 
1-749 gals. . -» m10.15 x9 .0 
760 gals. & over. . . x94 x8 .25 
Taxes: St. Louis, Mo., i Al includes le 


rices: Georgia, kerosine, 1c; Montgomery, 
~ tax. Des Moines, ia., d furnace Port Arthur r 
oil prices do not Tictade. 4c state. tax. State 


1 erosine, le; Mississippi, kerosine 0.5c. 
Notes: Dealer t.w. ‘prices apply also to all 
— gy ee & use taxes to classes of with delivery Notes: 
.— ere apr cable. of 50 gals. Premium-grade gasoline t.w. prices 2¢ above 
emporary price. Premium-grade gasoline t.w. prices 2¢ above regular. 
xEffective Dee. 21. regular. Cons. t.w. prices same as net dealer prices. 
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1 includes these & 
county taxes: s: Mobile, 2e city ; A le 
county; Montgomery, ic city & le county; 
Pensacola, lc city. Other taxes not included in 
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UNDISPLAYED RATE 
$1.50 a line. Minimum 3 lines. To figure ad- 
vance payment count 5 average words as a 
line. (See { on Box Numbers.) 
POSITION WANTED. Undisplayed rate is one 
half of above rate, payable in advance. 
PROPOSALS, $1.50 cents a line an insertion. 


Send NEW ADVERTISEMENTS to N. Y. Office, 330 W. 42nd St., 





CLASSIFIED 


INFORMATION: 
BOX NUMBERS count one additional line in 
undisplayed ads. 
DISCOUNT OF 10% if full payment is made 
in advance for four consecutive insertions of 
undisployed ads (not including proposals). 


DISPLAYED RATE 
The advertising rate is $14.50 per inch for all 
advertising appeoring on other than oa con- 
tract basis. Contract rotes quoted on request. 
AN ADVERTISING INCH is measured % inch 
vertically on one column, 3 columns—30 inches 
—to a page. 


N. Y. 36, N. Y. 


SECTION CLOSES each Wednesday, one week preceding date of issue. 





REPLIES (Box No.): Address to office nearest you 
NEW YORK: 330 W. 42nd St. (36) 
CHICAGO: 520 N. Michigan Ave. (11) 
SAN FRANCISCO: 68 Post St. (4) 


lt | 


Position Vacant 











Wanted: Expertesend Salesman to take charge 
of Industrial Oil Burner and Oil Sales for a 
large Independent Oil Company in Eastern 
Pennsylvania. This is an excellent opportunity 
for the right man to eventually take charge of 
this department. Earnings will be based entirely 
on your own sales and supervisory ability. Write 
P-1302, National Petroleum News. 


| /EOUPMENT-asedsurpi | 


Truck Tank. 920-gallon, 6-compartment er 
City tank, with 60-gallon-per minute pump, Brodie 
meter, with automatic shutoff and 100’ of 1%” 
hose. On two-ton Reo chassis. $1095. Pennsyl- 
vania Farm Bureau Cooperative Association, 3609 
Derry St., Harrisburg, Pa. 


OPPORTUNITIES-—— 


business; personal or personnel; finan- 
cial; equipment; ete.. may be offered or 
located through the classified advertising 
section of NATIONAL PETROLEUM 
NEWS 








ADVERTISERS’ INDEX 





American Flange & Mfg. Co. 
Armstrong Norwalk Rubber Co. 
Ashland Oil & Refining Co. 
Auto Specialties Mfg. Co. 
Barkow Petroleum Co. 
Battenfeld Grease & Oil Corp. 
Bishman Mfg. Co. 

Campbell Chain Co. 

Champion Spark Plug Co. 
Champlin Refining Co. 

Coats Co., Inc. 

Deep Rock Oil Corp. 

DuPont de Nemours & Co., Inc., 


E. I. 28 


 EQUIPMENT-ased-surplus, 


Four New Pumps. Two-inch, 200-gallon-per min- 
ute Ingersoll-Rand centrifugal pumps with Shp, 
3-phase, direct drive explosion-proof motors. $395 
each or $1495 for four. Pennsylvania Farm Bu- 
reau Cooperative Association, 3609 Derry St., 
Harrisburg, Pa. 








2000 lion three compartment tank mounted 
on 1952 F-6 Ford, duals, heater, signals, rein 
forced springs, H.D. power take-off, 6000 miles, 
complete with meter, hose reel, can box. top 
shape except paint, $3000.00. Zephyr Oil Com 
pany, 5050 Excelsior Boulevard, Minneapolis 16, 
Minnesota, WH 1677. 





We have available 3500 gallon 1940 Heil semi 
tank trailer single axle with bucket box in rear, 
air brakes, 2%” Brodie gravity meter, side racks 
for package goods, tires 10 :00x20 good, 5 com 
partments, new paint job-—Shell color, price 
$1250.00 at Beloit, Wisconsin. Goodall Oil Co. 


For Sale—5000 gallon, 3 compartment, Frue- 
hauf & Frazier trailers, completely reconditioned 
and painted. Also new 6300 gallon Standard Steel 
Casing head trailers available. rite or phone 
Harmon Tank & W elding. P.O. Box 1512, Lub 
bock, Texas. Phone 2-6521 


+ BUSINESS OPPORTUNITIES 


Oil and iphth i in Cuba, semi- 
proven or adjoining profitable production areas, 
all fees paid; have modern equipment. Desire 
associates with moderate capital for shallow drill- 
ing. BO-1285, National Petroleum News 











DuPont de Nemours & Co. 
E. I. 


» snec., 


DuPont de Nemours & Co., Inc 
E. I. 


Facing Pg. 24 
Electric Auto-Lite Co. 54-55 
Ever-tite Coupling Co. 
Fram Corp. 
Goodrich Co., B. F. 
Granberg Corp. 
Gulf Oil Corp. 
Hannay & Son, Inc., 
Clifford B. 4th Cover 
Hartol Petroleum Corp. 47 
Heil Co. 7 


Kelly-Springfield Tire Co. 
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STEEL STORAGE TANKS 
Railroad Tank Car Tanks 
6,500 to 12,000-Gal. Cap. 

Coiled and Non-Coiled 
Cleaned—Painted—Tested 
Heavier—Safer—Cheaper 

Other Tanks Too 
Also—Complete Tank Cars 
8,000 and 10,000 Gal. wal. Cap. 
our Inquiries Sol 


Marshall Railway Equipment Corp. 


50 Church St., New York 7, N. Y. 
Phone: COrtiandt 7-8090 








INDUSTRIAL WATERFRONT SITE 

FOR SALE OR RENT 
ASTORIA—250’ on Steinway Creek, Approx. 68, 
000 sq. ft. with 10-truck heated garage and office 
building with living quarters above. Very desirable 
for a fuel ofl and gasoline bulk terminal plant. Un- 


restricted 

J. DAITLEY 
Ave. Ridgewood 27, N. Y 
HE 3.0500 


61-20 Tist 








ACTIVE 
Heating & Fuel oi] Business 
Established since 1936 
Includes Land & Building 
Located in Central New York 
Serving 350 Fuel Accounts 
Bex 847 











Lincoln Engineering Co. 
Mid-Continent Petroleum Corp. 
New England Petroleum Corp. 
Paragon Oil Co. 
Patent Chemicals, Inc. 
Pratt Poster Co. 
Republic Oil Refining Co. 
Scully Signal Co. 
Socony-Vacuum Oil Co., 
Inc. 3rd Cover 
Texas Co. 19 
Tokheim Corp. 2nd Cover 
29 
45 


Tung-Sol Electric Co. 
United Refining Co. 


Wheaton Brass Works 36 





ABOUT OIL PEOPLE 


GULF-SOUTHWEST DISTRICT MEMBERS of the Oil Industry Information 
Committee received seventeen silver awards for outstanding service to the oil in- 
dustry’s public relations effort. Awards were presented at the district’s Shreveport, 
La., meeting, as part of a new program being inaugurated by OIIC on a national 
scale. Receiving silver awards were: seated, left to right, Grady Rea, Humble Oil 
and Refining Co., Paris, Tex.; W. N. Blanton, Blanton Drilling Co., Houston, Tex.; 
R. L. Goad, Gulf Refining Co., Mobile, Ala.; E. J. Reynolds, Standard of Ky., Jackson, 
Miss.; E. H. Simpson, jobber, Jackson, Miss. Standing, leit to right, W. B. Cotten, Jr., 
Esso, Baton Rouge, La.; A. H. McHarg, The California Co., New Orleans; J. Tonnie 
Pegue, Standard of Texas, dealer, Albuquerque, N.M.; T. F. Cramer, Gulf Refining 
Co.; Shreveport, La.; H. J. Nicholas, Gulf, Jackson, Miss.; J. P. Scott, Texas Co., 


Jackson, Miss. 


Carl H. Margraf, manager of the 
Dayton division of Standard Oil, will 
be the #954 president of the Miami 
Valley Petroleum Club in Dayton, 
Ohio. He will succeed Paul Strahl, 
manager of Davis Oil Co. 

Membership in this club is made up 
of distributors in the Dayton-Miami 
Valley area. 

Other officers for next year will be: 
Roland A. Wagner of Wagner and 
Wagner Oils, vice president; Ray Cole- 
man of the Shell Oil Co., treasurer; 
and Theodore E. Hampton of the 
Hampton Oil Co., secretary. 


. 

Reorganization of Union Oil of Cali- 
fornia’s marketing department into 
wholesale and retail functions resulted 
in numerous personnel changes in the 
company’s northwest territory. This 
region, headed by W. I. Martin, covers 
Washington, Oregon and northern 
Idaho. 

L. B. Trellue, formerly eastern divi- 
sion sales manager, New York, is man- 
ager of wholesale sales for the terri- 
tory. G. F. Herrman, Jr., continues as 
manager of retail sales. J. W. White 
was named manager of sales services. 

Seattle district—E. R. McCloud, 
formerly Seattle district sales manager, 
is district sales manager-wholesale. L. 
C. Buklund, formerly manager of sales 
services, is district sales manager-retail. 

Tacoma district—C. F. Leithoff, 


formerly Klamath Falls district sales 
manager, is district sales manager- 
wholesale. M. E. Nichols, formerly 
Tacoma district sales manager, is dis- 
trict sales manager-retail. 

Portland district—R. T. Carrington, 
formerly Portland district sales man- 
ager, is district sales manager-whole- 
sale. R. C. Glass, formerly Everett, 
Wash.., district sales manager, is district 
sales manager-retail. 

Spokane district—W. J. Vollmer, 
formerly Spokane district sales man- 
ager, is district sales manager-whole- 
sale. E. C. Engen, formerly Yakima 
district sales manager, is district sales 
manager-retail. 

Medford, Ore., district — R. M. 
Clark, formerly Medford district sales 
manager, is district sales manager- 
wholesale. J. T. Raabe, formerly Port- 
land resident manager, is district sales 
manager-retail. 

Bend, Ore., district—D. C. Craig, 
formerly Walla Walla district sales 
manager, is district sales manager for 
both wholesale and retail. 

Alaska district (recently detached 
from Seattle and established as a dis- 
trict)}—F. J. Kerth, formerly Anchor- 
age district representative, is manager 
for wholesale and retail. 

The re-alignment eliminated Everett, 
Salem, Walla Walla and Yakima dis- 
tricts. 

R. D. Davis, formerly Salt Lake City 


district manager, was named sales 
manager New York region. C. Haines 
Finnell is manager of the eastern con- 
tinental division with headquarters 
now in Los Angeles. R. R. Spiro was 
named his assistant. 

* 

William S. Jones, Jr., president of 
Airline Oil, Kennett, Mo., is in the 
middle of a change-over to his new 
role as a distributor for Socony- 
Vacuum. His company’s trucks already 
have been painted according to 
Socony’s specifications. Now he plans 
to paint all of his larger stations with 
the same colors. His jobbership oper- 
ates four bulk plants and nine pieces of 
rolling stock to service his dealer and 
farm accounts throughout the county. 

- 

Reese Hale 
Taylor, president, 
Union Oil Co. of 
California, has 
been appointed 
chairman of the 
Los Angeles Com- 
mittee of Ameri- 
can Industry, an 
organization 

founded to raise 
funds to help the 

R. H. Taylor country’s 79 med- 
ical schools. As a division of the Na- 
tional Fund for Medical Education, 
the CAI is spearheading a nation-wide 
appeal to raise $10,000,000 needed to 
maintain the schools’ teaching and re- 
search programs, as well as their high 
academic standards. 

e 


Ross Floyd, of Continental Oil Co., 
Ponca City, Okla., has been appointed 
1954 chairman of the Committee on 
Agriculture of the American Petro- 
leum Institute. This committee is a 
service organization designed to help 
farmers and other rural residents un- 
derstand and obtain better use of pe- 
troleum products. Three vice chairmen 
have also been appointed to the com- 
mittee: Mark Butterworth, General Pe- 
troleum Corp., Los Angeles; N. B. 
Curtice, Pure Oil Co., Minneapolis-St. 
Paul, Minn.; Dr. K. G. Mackenzie, 
New York City. 

—_ 


W. H. Hartley presented safe-driv- 
ing awards to the nine drivers and 
driver-salesmen who make up the 
transportation staff of his jobbership in 
Cambridge, Ohio. The Hartley Co. has 
a unique safety record—not a single 
accident chargeable to it in 41 years 
of operation in southeastern Ohio. Col- 
or movies of the company’s various 
operations were also shown at the din- 
ner honoring the company’s drivers. 
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Why go thru a contortionist’s act 
in order to get that car or truck 
up high enough for convenient 
servicing? Get a Drednaut Hi-Range! 
It's built to give you those extra 
inches which make repeated 
blocking-and-jacking unnecessary. 
Choose from 3, 5, 8 and 12-ton 

d " 1 a a Lifts those high-oxtl« j 
models . . . all only a few cents lerae-whesled lobs ve 
more than standard models.  F to 22%" 


EXTRA LIFTING HEIGHT! 


ENV NH OMe DN 


IMPROVED PRESSURE SEAL! 
Ram packing of oil-imper 
vious synthetic provide 
better seal because 


pands in all directions 


LEAK-PROOF CASTINGS! 
Non-porous castings deve 
oped by Dredr 


when You use | srcratoad lok peet 


STRAIGHT-LINE OILFLOW 
eliminates one of the mair 
causes of hydra 

ing troubles 

dirt from occur 


Drednaut << 
ama 





R522 Auto Specialties Mfg. Co., Dept. NP-1, St. Joseph, Mich. 
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| out of every 3 cars in 


SHEET EOD 











AUTO-LITE "“STA-FUL” BATTERIES need AUTO-LITE ORIGINAL SERVICE PARTS 

include generators, voltage regulators, starting motors, dis- 
tributors, coils and thousands of electrical and mechanical 
component parts engineered for best car performance. 


water only 3 times a year in normal car 
use. And they last longer! 


ELECTRIC AUTO-LITE COMPANY 





merica is equipped with 


Outstanding quality and 
performance have made more 
than 400 Auto-Lite products for 
cars, trucks, tractors, planes, boats 


and industry world famous... 
convincing proof, 

“You're always right 

with Auto-Lite.” 


TOLEDO 


AUTO-LITE BULL’S EYE SEALED BEAM UNITS ore 
designed for safe night driving. They concentrate 
more light on the road . . . burn even when the lens 
is cracked or broken. 


1, OHIO 


eS 


~ AUTO-LITE SPARK PLUGS 
..- Ignition Engineered to give top performance in 
your car... include a complete line of Resistor, 
Standard, Transport and Marine types. 





ABOUT OIL PEOPLE 











FIVE OIL INDUSTRY INFORMATION COMMITTEEMEN were honored for 
“outstanding service” at the meeting of the Gulf-Southwest District executive com- 
mittee in Shreveport, La. Roy J. Diwoky, extreme left, Pan Am Southern Corp., 
New Orleans, retiring district chairman, was awarded a special plaque for his service 
during the year. Receiving the first gold awards to be presented anywhere in the U.S. 
under the national OIIC’s new gold and silver award system, are, starting second 
from left, Frank S. Cannon, formerly with Pan Am, Jackson, Miss., now retired; 
C. C. Loveless, Jr.. New Mexico Oil and Gas Assn., Roswell, N.M., Leslie R. Neal, 
jobber, San Antonio, Tex.; and J. T. Dickerson, Shell Oil Co., Midland, Tex. Seven- 
teen other Gulf-Southwest OIIC workers received silver awards 


Charles S&S. 
Jones, president 
of Richfield Oil 
Corp., has been 
elected president 
of the Western 
Oil and Gas 
Assn., succeeding 
L. L. (Red) Au- 
bert, president of 
Bankline Oil Co. 

Mr. Jones was 
president of the 
association in 1934 and 1935 when he 
was president of Rio Grande Oil Co. 
and the association was known as the 
California Oil and Gas Assn. In 1937 
he became president of Richfield when 
it was reorganized and Rio Grande be- 
came a division of Richfield. Last No- 
vember, Mr. Jones was elected Amer- 
ican Petroleum Institute vice president 
in charge of the transportation divi- 
sion. 

Other association officers are: John 
W. Hancock, president of Hancock Oil 
Co., first vice president; Lowell Stan- 
ley, chairman of board of Monterey 
Oil Co., second vice president; William 
Reinhardt, vice president of Union 
Pacific Railroad Co., treasurer; and 
Felix Chappellet, secretary and acting 
manager. 

New board members are: B. E. 
Devere, president of Pathfinder Petro- 
leum Co., and R. R. Von Hagen, pres- 
ident of Lloyd Corp., Ltd. 

7 

W. J. Wilson will become assistant 
manager of the Ohio Oil Co.’s secre- 
tary’s department as part of a reorgani- 
zation of the department. The depart- 





C. S. Jones 
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ment will continue to be headed by 
H. H. West, secretary of the company. 
The department’s present personnel 
function will be divided into two sep- 
arate departments — personnel, and 
safety — and both will be under the 
supervision of the secretary. 

G. K. Barrett will advance from 
assistant manager to manager of the 
personnel department, and J. R. Hause 
will become assistant manager. 

O. F. Moore, vice president of The 
Ohio Oil Co., will become manager of 
the company’s new supply and trans- 
portation department. A veteran of 44 
years with Ohio Oil, Mr. Moore’s most 
recent position has been manager of 
pipe lines. 

J. C. Donnell II, president of Ohio 
Oil, says other departments in the con- 
solidation will continue under their 
present managers. 

L. T. Weger will become assistant 
manager of the crude oil purchase and 
sales department. He is currently at 
Casper, Wyo., in charge of crude oil 
sales in the Rocky Mountain area. 

M. D. King, former assistant to the 
manager of refining and marketing, 
will join the staff of the refined prod- 
ucts supply and transportation depart- 
ment as an assistant manager. 

a 


Henry Waszkowski Jr. has been 
appointed assistant co-ordinator of 
domestic production for Socony- 
Vacuum Oil Co., Inc. Mr. Waszkow- 
ski formerly was superintendent of 
the producing district headquarters 
for Magnolia Petroleum Co., Socony’s 
southwest affiliate. He had been with 
Magnolia 14 years. 
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COMING MEETINGS 


JANUARY—1954 

Kentucky Petroleum Marketers Assn., Brown 
Hotel, Louisville, Ky., Jan. 6-7. 

Secy. of Automotive Engineers, Sheraton- 
Cadillac and Statler Hotels, Detroit, Mich., 
Jan. 11-15. 

Northwest Petroleum Assn., St. Paul Hotel, 
St. Paul, Minn., Jan 14-15. 

Kansas Oi] Men’s Assn., 39th annual Con- 
vention, Lassen Hotel, Wichita, Kansas. 
Jan. 19-20. 

Texas Oil Jobbers Assn., 3rd Management In- 
stitute, Driskill Hotel, Austin, Texas, Jan. 
25-27. 


FEBRUARY 

Florida . Petroleum Marketers Assn., annual 
meeting, Hotel George Washington, 
Jacksonville, Fla., Feb. 5. 

Missouri Petroleum Asen., Chase Hotel, St. 
Louis, Feb. 8-10. 

Western Petroleum Refiners Assn. regional 
meeting, Hotel Beaumont, Beaumont, Tex., 
Feb. 11-12. 

American Petroleum Institute, Lubrication 
Committee, Sheraton-Cadillac Hotel, Detroit, 
Feb. 15-17. 

lowa Ind dent Oil Jobb Assn., annual 
convention, Fort Des Moines Hotel, 
Moines, Iowa, Feb. 17-18. 

National Tank Truck Carriers, Palmer House, 
Chicago, Ill., Feb. 22-24. 

Packaging Institute ( eum aging com- 
mittee), Houston, Texas, Fi 23-24. 

Wisconsin Petroleum Assn., Hotel Schroeder, 
Milwaukee, Wis., Feb. 24-25. 


MARCH 

American Socy. for Testing Materials, spring 
meeting, Shoreham Hotel, Washington, D.C., 
Mar. 1-5. 

Secy. of Automotive Engineers (national pas- 
senger car, body and materials meeting), 
Statler Hotel, Detroit, Mich., Mar. 2-4. 

Texas Oil Jobbers Assn., annual convention, 
Baker Hotel, Dallas, Tex., Mar. 8-10. 

Oil Industry Information Committee, Shamrock 
Hotel, Houston, Texas, March 8-10. 

Illinois Petroleum Marketers Assn., 32nd An- 
nual Convention, Product and Equipment 
Show, Sherman Hotel, Chicago, Illinois, 
March 16-17. 

Ohio Petroleum Marketers Assn., annual con- 
vention and marketing exposition, Deshler- 
Hilton Hotel, Columbus, Ohio, March 16-18. 

North Texas Oil & Gas Assn., annual meeting, 
Kemp Hotel, Wichita Falls, Tex., Mar. 27. 

Western Petroleum Refiners Assn., annual 
meeting, Plaza Hotel, San Antonio, Tex., 
March 29-31. 


APRIL 

American Society of Lubrication Engineers, 
Netherland-Plaza, Cincinnati, Ohio, April 
5-7. 

National Petroleum Assn., 5ist semi-annual 
meeting, Hotel Cleveland, Cleveland, Ohio, 
April 14-16. 

Fuel Oil Distributors Assn. of New Jersey, an- 
nual convention, Berkeley-Carteret Hotel, 
Asbury Park, N. J., Apr. 28-30. 


MAY 


American Petroleum Institute, Lubrication 
Committee, Skytop Lodge, Skytop, Pa., May 
-6. 

American Petroleum Institute, Safety & Fire 
Protection Committee, midyear meeting, 
Chase-Park Plaza, St. Louis, May 3-7. 

Empire State Petroleum Assn., Hotel Roose- 
velt, New York, May 9-11 

American Petroleum Institute, Division of 
Transportation products pipe line confer- 
ence, Warwick Hotel, Philadelphia, May 
10-12. 

American Petroleum Institute, Division of Re 
fining, midyear meeting, Rice Hotel, Hous- 
ton, May 10-13. 

indiana Independent Petroleum Assn., French 
Lick Hotel, French Lick, Ind. May 12-13. 

Assn. of American Battery Manufacturers, 
White Sulphur Springs, W. Va., May 13-165. 

Oil Heat Institute of America, Ben Franklin 
Hotel, Philadelphia, May 17. 

American Petroleum Institute, Division of 
Marketing, midyear meeting, Cosmopolitan 
Hotel, Denver, Colo., May 17-19. 

North Caroli Oil Jobb Asen., spring con- 
vention cruise on board the Queen of Ber- 
muda. sailing from Norfolk for Bermuda, 
May 23-28. 
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iM LEVY ay wet 


Some Blue Ribbon Winners 
of the Past! 


FASTER 


FASTER 


FASTER 
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MAURETANIA—Fastest Voyage... 
26.25 Knots Average — 
Ambrose to Cherbourg. 





And Still the Flying (Tern tem vere 


27.83 Knots Average— 


Red Horse Keeps Pace! gore" 












SOCONY-VACUUM 
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NORMANDIE—Fastest Voyage... 7 


31.2 Knots Average — ‘ 
Ambrose to Bishop Rock. a 





QUEEN MAR¥-Fastest Voyage... 
31.72 Knots Average 
Ambrose to Cherbourg. 







UNITED STATES— Fastest Voyage... 
35.59 Knots Average — Ambrose to 
Bishop Rock. 


SOCONY-VACUUM OIL COMPANY, INC. 


and Affiliates: 
MAGNOLIA PETROLEUM COMPANY «+ GENERAL PETROLEUM CORPORATION 


NEW YORK 4, Y.—26 Broadway « CHICAGO 5, ILLLNOIS—59 E. Van Bur Avenue « KANSAS CITY 1 MISSOURI 25 Grand * DETROIT 

Ss . BALTIMORE 18, MARYLAND—1914 North Charlies St. © MILW AUKEE: MICHIGAN—903 West Grand Bivd. « ST. LOUIS 8 Isso Ri- 4140 Lindell 

1, WISCONSIN South First St e CLEVELAND 15, OHIO—i422 Ex ; * DALLAS TEXAS Magnolia Petroleum Magnolia B fir 
Socony-Vacuum maintains many other conveniently locat~! service offices to give you close and fast cooperation 





First Name in Hose Reels) ™ Ae — 
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HANNAY has a hose reel for every purpose, 
for every business or industry employing hose. 


In the petroleum and chemical industries, in 
aviation, and among the nation's leading 
manufacturers of fire fighting equipment, the 
name HANNAY is synonymous with “best”. 


Stationary and mobile types, hand or motor 
operated. Also special reels for special jobs 
such as cable reels for portable X-ray and 
lighting installations. 

When good hose reels are needed, standard 
or special purpose, put your problems up 
to Hannay. 


New EXPLOSION-PROOF Model 


Developed to overcome dangers previously 
associated with electrical rewinds. Sealed, 
Underwriters-approved motor protected 
against fog, foam, water and fumes. Safe, 
controlled rewind speed. Acclaimed by users, 
“the safest, most efficient Hose Reel ever built!” 


Look for this... 


REG. U.S. PAT. OFF. ‘ 
©1952 C.B.H.&S., Inc. 


HOSE REELS 





